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Save Rent! Save Construction Costs! 
YOU CAN OWN THIS 24'x52' 


SLICK FABRICATED! 
COIN-OP BUILDING 
for Only $3 500. 


completely erected. 





Price includes concrete floor and foundation, wiring, plumbing and 


J Wh Y G electrical fixtures. Everything but the machines. F.O.B. Lafayette 
Here S$ at ou ef eee Indiana; Horseheads, N. Y.; Tyler, Texas. 
@ Erection. 


@ Foundation and concrete floor 52'8" x 24'8". 





@ Floor to ceiling picture-frame aluminum 
glass front includes 2 sliding doors, 2 win- 
dows and 2 swinging doors. 


@ 104' inside fluorescent lights, 2 outside re- 
cessed lights in porch ceiling, utility room 
light and 4 inside receptacles. 


@ Insulation in walls and ceiling. 
@ Roof and exterior of lifetime aluminum. 


@ Interior is of dry-wall construction, taped 
and ready for your own color scheme. 


@ Aluminum side door and louvered utility 
room door. 


@ Gas furnace. 


Price Does Not Include 





Grading or leveling site if needed. © Sidewalks to and from 
building. © Paving of parking area. © Painting inside of 
building. © Signs or outside strip lighting. © Landscaping 
© Freight © Installation of washers, dryers, softeners and other 
equipment. 





FHA FINANCING TERMS 


FHA financed up to $3500 under Title |, Class 2 (a), Section 201.1 (i) 


VIKING 
CONSTRUCTION 


Nationally advertised (in Better Homes 
& Gardens, American Home, Living for 


Young Homemakers, House & Gardens) VIKING construction . .. t 





built exclusively for Slick Drive-Up Stores by NATIONAL HOMES, 


famous builder of quality, prefabricated homes. 


comes, s(‘é‘éUN EP eee aS 
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GS HAPPEN 
» WHEN 
YOU 
7 MOVE 
THIS 

HANDLE 


Moving the “Loadtrol” handle on a West- 
port II Dryer varies the speed of the basket. 
This controls the tumbling action so you can 
get just the right drop for your garments, 
whether you have one washer load or five! 
You see the change in basket speed, of course, 
but controlled tumbling causes many other 
things to happen. It’s sheer magic the way 
garments dry so soft, fluffy, creaseless, and 
fast—no more hard-set wrinkles and boardy 
finish due to garments riding around in the 
basket without tumbling . . . no more tedious 
waiting around for an available dryer. When 
you have dryers with “Loadtrol” you'll agree 
it’s the greatest discovery since the clothes 
pin! 

‘“Loadtrol” (Patent Pending) is an exclu- 
sive Hoyt feature: you'll like the way it 
speeds up the drying cycle and saves gas. 
weu-aanaan But “Loadtrol” is just one of the Hoyt fea- 
Yo n always tell a Hoyt Dryer 
by its advanced features. tures that attract customers to your store. 

Another, the Vari-Temp Control, allows 
customers to select the proper temperature 
to dry those synthetic specials. Still another, 
the giant Self-Cleaning Lint Filter in the full 
front lint compartment, keeps the machine 
always clean and at top efficiency . . . assures 
a constant flow of warm air for fastest dry- 
ing. Hoyt’s burner design, too, is of special 
interest to store owners who pay the gas bill 
—here, advanced engineering is used to con- 
serve fuel . . . to save 20% or more of your 
(; gas costs. 
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WESTPORT, MASS. 


Toronto, Ontario, Canada 





Distributorships Available in Foreign Countries 
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DUPLEX 


Double Load 
Commercial 


WASHER 


SAVES YOU MONEY. One 





DUPLEX has the same capacity 
as two and a half 8 |b. washers. 
It washes and extracts 20 lbs. of 
laundry thoroughly clean in 30 
minutes. You save buying, in- 
stalling, operating and main- 
taining unnecessary washers. 


SELLS YOUR COIN.-OP. 
DUPLEX's double capacity short- 
ens an hour's washing to half 
an hour and cuts two loading 
jobs to one. Customers delight 
at new washing speed and con- 
venience. 


DUPLEX HAS PROVEN ITSELF. 
DUPLEX, with its rugged con- 
struction and parts, is delivering 
faithful 24-hour service in coin- 
ops across the country. Higher 
profits are a matter of record. 


Get the details on this sparkling 
new DUPLEX and the DUPLEX 
COIN-OP PLAN today from 
INTERNATIONAL DUPLEX 
CORPORATION, 1355 Market 
Street, San Francisco 3, Calif., 
KLondike 2-2686 or LAUNDRI- 
MATION, INC., Morris Plains, 
New Jersey. 


INTERNATIONAL DUPLEX 


CORPORATION 
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FEATURES 
FOR 
APRIL 
1960 


IS ROUND THE CLOCK SERVICE NECESSARY? Owner 
asked if 24 hour opening is essential to coin-op success, pro- 


vide some interesting and perceptive answers to this rvey. 


WHY MY COIN-OP WAS A FAILURE, a revealing com- 
nentary by an owner whose business went sour. He warn 


COIN-OPerators about making a silk purse from a sow's ear. 


COIN-OP PROMOTION WINS TOP PRIZE for Mrs. T. J. 
Mullin of St. Louis. In business less than a year at the time 


Mrs. Mullin won national honor imaainative Christma 


DIRECT MAIL ADVERTISING, by con: 


reminds owners that they must sell themselves on it to suit 


ultant Elbrun Frenct 


their own needs and plans. Test yourself and your advertising 


r ed 


“NEAR PERFECT" SITE SPURS SALES. A father and son tear 
tells how a prime location can pay dividends to the busine 
man who uses it to maximum advantage. 


PILOT PLANT AIDS BUSINESS, the story of Ralph Craig, New 


Hampst re e q ipment dealer who maintains a trip e threat 


CASH IN ON CANDLEPOWER. Safer, surer and bigger busi 
results when adequate lighting is used intelligently. Cor 


Edison's Gerry Gillen gives the whys and wheref 


DEPARTMENTS 
EDITORIALLY SPEAKING 
DEAR EDITOR 

WHAT'S NEW? 
MAINTENANCE MANUAL 

ON THE ASSOCIATION FRONT 


ALLIED ACTIVITIES 
GOT A PROBLEM? 


COIN-OP 





APR 


Especially 


designed for 
~ Coin-Ops! 


i 





Now you can equip your coin-op with a 3- 
300 in-1 version of the same dependable, manually 
operated STANDARD CHANGE-MAKER 
used in over 15,000 automatic laundries. The 
STANDARD MULTI-CHANGER, with 
vault (Series 300V) or without vault (Series 
300), can be set up in any of 364 different coin 
combinations to match your need exactly. 
Will change any 3 coins—50¢, 25¢, 10¢, 5¢ or 
even two 5¢. Extra heavy duty steel cabinet 
with double locking mechanism. Model 300V 
is 26% x 27% x 7% inches. Easy to secure to 
wall or stand. Changer, and money content, 
can be insured under policy written in your 
own name. Send for full information! 






















STANDARD CHANGE-MAKERS, INC. 
422 E. New York St. + Indianapolis 2, Indiana 


300V 
(300 with vault) 


World's largest manufacturer of seperate 5¢, 10¢, 
25¢ and 50¢ coin changers. District offices in 18 
cities throughout the United States and Canada. 





Also inquire about 
these other STANDARD 
CHANGE-MAKER products 


SINGLE-COIN CHANGER, COUNTER Mer lame hee aa 
’ NTE mt aaa: ELECTRIC COIN CHANGER 
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EDITSBAKKic 


Our thanks for the way you have accepted COIN-op 
magazine. Your many congratulatory letters and good 
wishes have, in effect, justified our very existence. We 
sincerely appreciate this recognition of our efforts and 
welcome your further advice and suggestions. (Don't 
spare the criticism, either.) 


Our appreciation also to the National Society of Art 
Directors for their citation of the visual excellence of 
the first issue’s cover. 


During our recent swing throughout the Midwest, we 
were more than ever keenly impressed with the increasing 
amount of interest being shown in the coin-op field. New 
people and new money will unquestionably continue to 
enter the business in increasing numbers. This new com- 
petition is both good and bad. It will help to tune the 
public’s mind to coin-op service, and by so doing, will 
help the entire industry. But competition will also cause 
hardships for some operators. Many marginal quick- 
service operations may be severely hurt. 


The answer to this competition and to your expansion 
and business health lies with you—the individual opera- 
tor. The time to better prepare yourself is now, before 
changes and innovations by-pass you. Lessons in success- 
ful management and the best business practices are 
easily available. Careful reading of coin-op and other 
existing literature in the field will be more than rewarding. 


And, again, we heartily recommend that you make the 
most of the collective experience of other operators in 
your area by joining your local coin-op, quick service 
association. If there is no association in your locality, 
start one. All it takes is several operators with enough 
interest in their investment to band together for their 
mutual benefit. 


There’s a great future ahead for those who prepare 
for it. 


Published bi-monthly by United Business Publica- 
tions, Inc. Editorial, executive and advertising 
offices, 10 East 40th Street, New York, phone 
MUrray Hill 6-3100, Printed in U.S.A. 


COPYRIGHT 1960 by United Business Publications, 
Inc. All rights reserved. No material in COIN-OP 


may be reprinted without written permission from 


the publishers. Editor 
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SAVE installs with 1 man in 1 day 
SAVE... requires only 10 sq. ft. floor space! 


SAVE... modular design provides expandable 


capacities! 
SAVE... 30% less salt! 
SAVE ...no manpower required for recondit 


SAVE ... realistically priced—automatio 


price of manual! 


SAVE... White Dowex 


increased flow rates! 


Capacities from 30 to 180 GPM 
40,000 to 6,300,000 hardness grains per week. 


Contact Your Jobber or Distributor 
or Write Us For Complete Details. 


Select franchise territories still available . 
ask us about it! 


No Coin-Op Complete 
Without Miracle-Soft Water 


Water Refining Co. 


106 Manhattan Street - Middletown, Ohio 


Coast-to-Coast the Fastest Growing Manufacturer of Commercial and Light Industrial Water Conditioners. 
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DEAR EDIT@R: 


Added to List 
We are very happy to add 
COIN-OP magazine to our products 
information list. Releases will be 
sent to you. 
The very best of wishes to you 
for success with COIN-OP. 
L. E. Clancy 
Advertising & Sales 
Promotion Manager 
Ironrite Inc. 
Mount Clemens, Michigan 


Forming Association 


We, in Omaha, Nebraska, are 
trying to organize an Association 


us to present our case to the City 

Council in a more favorable light. 
Alick Altman 
Omaha, Nebraska 


We sent Mr. Altman as much 
information we had to help his 
case. Those of you who can offer 
additional information, write to 
him in care of COIN-OP.—Ed. 


Praise 


I want to congratulate you for 
putting out an unusually fine pub- 
lication that will be of invaluable 
service to the coin-op industry 
and its allied trades. 


of coin-op. Everything about it 
is good—format, printing, color 
and editorial content. You have 
every right to be proud and you 
are certainly deserving of any 
praise that you receive. I predict 
continued success. 

Gordon L. Clemmons 

President 

Automatic Enterprises of 

Texas, Inc. 

Houston, Texas 


Congratulations on your first 
issue of COIN-OP magazine. The 
editorial content and clean lay- 
out indicate a responsible ap- 
proach to the ever growing Coin- 
op industry. We wish you the 
best of luck and look forward to 
your future issues. 





and I have been contacting 
several Coin-Op _ organizations 
now established in other parts 
of the country. 

We are faced with a city clos- 
ing ordinance and would appre- 
ciate any advice, material or help 
you may have that would enable 


Bruce A. Wilson 
International Duplex Corp. 
San Francisco, California 


Paul R. Heitmeyer 
President 
Business Sales, Inc. 
Detroit, Michigan 
Wants Subscription 
Congratulations on Volume 1, Enjoyed your first issue of 
Number 1, February 1960 issue 


continued on page 54 












A MESSAGE TO COIN STORE OPERATORS 


TWICE as FAST? 


DOUBLE YOUR DRYING 
VOLUME AND PROFITS! 


All the best features of the famous dependable Bock 24 BC Model 
have been incorporated into the new 15 Ib. Automatic Coin-Oper- 
ated Red Ball Extractor. 

Drying time is cut in half! A three minute cycle and 
clothes are damp dry ready for ironing or transfer- 
ing to the dryer. 

You double your profit potential and you eliminate 
frequent traffic tie-ups at the dryers. 

We are ready to prove you can make more money with 
Bock Extractors added to your present store or included 
in new store plans. 

Write today for complete information and name of 
nearest Bock equipment dealer. 











Fmt 





BOCK LAUNDRY MACHINE CO. * 3600 Summit St. « Toledo, Ohio 
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HI-LO TEMPERATURE CONTROL 
PROTECTS MY FABRICS, 
SO IT GETS MY TRADE” 


Cissell coin-meter dryers 


have more confidence features 





for both you and your customer 


Today’s customer goes where all her clothes are 
safe —to the coin laundry featuring Cissell dryers 
with the new conveniently located Hi-Lo tem- 
perature control. She selects the correct temper- 
ature for drying man-made fibers, wash-n-wear, 
delicate materials, or regular wash. The famous 
Cissell no-snag basket wins her confidence, too. 

In addition, five new built-in safety sentinels 
give both customer and coin-store owner more 
reasons than ever for confidence in Cissell Coin- 


Meter Dryers: 


@ Built-in overload protection for each motor 
@ Overheat protection for gas heating unit 


@ Air flow protection against obstruction of lint 
drawer or exhaust duct 


@ Fully automatic overcurrent protection . .-. 
unaffected by temperature, requiring no fuses 


@ Automatic back draft damper prevents chill- 
ing of dryer in cold weather, recirculation of 
hot air from one dryer to another, or hot air 
blasting into customers face through dryer door 





W. M. CISSELL MFG. CO., INC.—Lovisville 1, Ky. 


Pacific Coast Office: 4823 W. Jefferson Bivd., Los Angeles 
Foreign Distributors write Export Dept.—Cable Code “CISSELL” 
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COIN-OP BUILDING 


A fabricated coin-op building, 
announced by Slick Drive-Up 
Stores, features a 52’8” x 24’8” 
foundation and concrete floor, floor 
to ceiling picture-frame aluminum 
glass front, sliding doors, two win- 
dows and two swinging doors. 
Walls and ceilings are insulated, 
and the interior is of dry-wall con- 
struction, taped and ready for in- 
dividual color scheme. A gas fur- 
nace is also included. 

CIRCLE READERS SERVICE CARD N 


LARGE CAPACITY WASHER 

Increased capacity to 20 pounds 
and a new drive system are fea- 
tured in the 1960 Duplex commer- 
cial washer, introduced by IJnter- 
national Duplex Corp. According 








to the manufacturer, the new drive 
system adapts a special two speed 
motor for washing and extracting, 
and a positive action centrifugal 
clutch shifts speeds automatically. 
The washer also has a double ca- 
pacity, pilfer-proof coin box. 
CIRCLE READERS SERVICE CARD N 


GAS DRYER 

Four loads are handled by a 
heavy duty, coin-operated gas 
dryer, called “Sahara,” distributed 
by National Dryer Corp. The 
“Modusnap” temperature control 
valve, the manufacturer says, pre- 
vents over-drying. The unit has a 
double protected, hidden coin vault, 
accessible only through the locked 
lint compartment. The accumulator 
coin meter, says the company, is 
easy to reach. 
CIRCLE READERS SERVICE CARD No. 3 


WALL MOUNTED DEODORIZER 

A wall mounted deodorant dis- 
penser, with a built-in motorized 
fan to create its own airstream, has 


WHAT'S NEW 2 


O PR@®DUCTS BLITERATURE O 












been announced by Abso -Clean 
Chemical Co. Dubbed “Smoothie,” 
the company says it will deodorize 
an area of 1,500 cubic feet. The 





eliminates 


deodorizer and _ clears 
misty odors that accumulate in 
poorly ventilated or  closed-off 
areas, and is said to kill instead of 
merely cover odors. 
CIRCLE READERS SERVICE CARD N 
PROMOTIONAL SIGN KIT 
A new promotional sign kit has 
been announced by Unimac Co. 
Consisting of eight 22” x 28” wall 
signs and seven Dayglo window 
signs, the kit, says the company, is 
designed to give the operator a 
means of continuing promotion. 
SIRCLE READERS SERVICE CARD N 


SOAP VENDING MACHINE 

Iwo nickels or a dime are taken 
by a wall-type vending machine in- 
troduced by Marlyn Chemical Co. 
There are two columns, each with 





a capacity of 48 boxes of Luse’s 
Lo-Suds, Safe-White Bleach or Lu- 
mar Fabric Softener. The vender 
is 36” high, 1756” wide and 8%4” 


deep. It is equipped with a slug 
rejector and returns coins when 
empty. 


CIRCLE READERS SERVICE CARD No. 6 


HEAVY DUTY LAUNDRY CART 
A heavy-duty, light-weight laun- 
dry cart, Kart-All, has been an- 


nounced by 
ucts Co. 
frame, with a large, 
is mounted on 


The products, developments 
and literature announcements 
appearing in this section repre- 
sent the most up-to-date think- 
ing in the industry. Each item 
bears a key number. To learn 
more about items which you 
feel will help you make your 
operation more profitable, just 
circle the appropriate numbers 
on the Reader's Service Card. 
Information will be sent at no 
cost or obligation to you. 





K and § Metal Prod- 
A plated, tubular steel 
snap-on bag, 


six-inch, rubber 
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Quick-Service Laundry 








































tired, caster bali bearing wheels 
for ease of movement up steps and 
down curbs. Bags hold 80 pounds 
of wash, the manufacturer says. 
Your name can be printed on bags. 
SIRCLE READERS SERVICE CARD No. 7 


VENDED LAUNDRY BAGS 

A full size 21” x 31” x 6” mois- 
ture resistant laundry bag is being 
vended for 10 cents from an 80 
bag capacity machine. Vend-A- 
Bag features a burglar-proof lock. 
It’s wall mounted and has a forced 
ejection mechanism. The machine, 
weighing 48 pounds, is 48” high, 
1542” wide, and 12” deep. Bags 
are available in lots of 500 or more. 
CIRCLE READERS SERVICE CARD No. 8 


WATER SOFTENER 

The elimination of corrosion and 
other metal problems of electrolysis 
in water softeners has been solved 
by the Softener Corporation of 
America, the company says. Their 
“Underdrain” softener with S. C. A. 
hydra-balance design is all plastic, 
it can’t rust and corrode, plug or 
reduce flows or disintegrate. The 
S. C. A. hydra-balance design gives 
continued on page 48 
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Profits for the 
Quick-Service Laundry 
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Because COIN-OP is a special- 
ized magazine, we want to be 
sure that it is being properly 
addressed to those who are con- 
nected with the quick-service 
laundry business. To help make 
certain of this, and to insure 
delivery of future issues directly 
and promptly . . . please fill ia 
the form on the postage-free card 
below and return it to us at your 
earliest convenience. 


To expedite handling, please 
attach imprint name and address 
stencil, from wrapper in the blank 
space provided. If this is impos- 
sible, please print name and 
address exactly as it now appears. 
Thank you. 


Circulation Department 
COIN-OP Magazine 


CIRCULATION DEPARTMENT 


COIN-OP 


BUSINESS REPLY MAIL 
Postage will be paid by 


10 East 40 Street 


} 
2 


New York 16, New York 





Vv 
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To assure your receiving all 
future copies of COIN-OP Maga- 
zine directly and promptly .. . 
we would appreciate your co- 
operation in answering the ques- 
tions on the reverse side of the 
postage-free card below. 


If you know of other owners of 
quick-service laundries who you 
feel should be placed on our sub- 
scription list, please make note 
of this in the spaces provided on 
the card. 


Thank you 


Vv 
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PLEASE COMPLETE FOR OUR CIRCULATION RECORDS 
C0 b own @ quick-service laundry 
0 attended C0 unattended 
(CO Manufacturer of equipment or supplies 
C) Distributor of equipment or supplies 
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It doesn’t take 

a big city to keep 
your coin-op 
profitably busy... 


INSTALL LAUNDRITE™ 
WX “29” 
WASHER - EXTRACTORS 


When you install coin-operated LAUN- 

DRITE WX “25's” in a small town coin-op, 

word will get around fast among house- POLO, ILL. POP: 2,242  schwenk's Laundrooma H. E. Schwenk, Owner 
wives that you've got a washer-extractor 

that can do up to 9 x 12 shag rugs or 14 sheets, 12 pillow cases. 

and 8 towels ... in a single load! Fast service, too... the wx “25” 


washes. rinses. and extracts a 25 lb. load ... all in 30 minutes. 


Offering LAUNDRITE Wx “25” service like that, even small laun- 
dries in medium to small cities can attract lots of big, extra profit 


loads . . . loads that laundries with smaller units can’t touch. 


The LAUNDRITE Wx “25” installs in a 28’ x 29” floor space, op- 
erates on any water pressure, uses only 48 to 52 gallons of water 
or a complete wash cycle. No air connections or special founda- 
f plet h cycle. N t | | found 

tions required. It’s a heavy duty, commercial machine . . . built 


to earn money .. . not to cost you money in frequent repairs. 


O13 


Suy 103. S713 : 


Install LAUNDRITE Wx “25’s” . . . they mean business . . . whether 


your laundry is big or small . . . whether you’re located in New 


York City or Polo. Illinois! 


Send for the facts on the WX "25" Wer: ey See eee 


Speed Queen Laundromat Wayne Sash, Owner 
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TROY LAUNDRY MACHINERY, Dept. CO-460 
Division of American Machine and Metals, Inc. 
EAST MOLINE, ILLINOIS 


Tow LAUNDRY MACHINERY 


r 
1 
i 
{ 
i 
1 
DIVISION OF i 
American Machine and Metals, Inc. oe eur aa taee 
EAST MOLINE, ILLINOIS % : wx “25. 
i 
1 
i 
1 
i 
i 
1 
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Please send me details on the new, coin-operated 


"World's oldest manufacturer of power laundry machinery" 





Divisions of American Machine and Metals, Inc., New York 7, New York 


TROY LAUNDRY MACHINERY © RIEHLE TESTING MACHINES « DE BOTHEZAT FANS ¢ TOLHURST 
CENTRIFUGALS © FILTRATION ENGINEERS e FILTRATION FABRICS ¢ NIAGARA FILTERS © UNITED 
STATES GAUGE e RAHM INSTRUMENTS « LAMB ELECTRIC COMPANY © HUNTER SPRING COMPANY 

GLASER-STEERS CORPORATION 1 ee ee 


ADDRESS 


CITY & ZONE 
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YES 


COIN-OPerators on this side of 
the coin are emphatic in their 
opinion that round the clock serv- 
ice is vital to successful opera- 
tion. Proponents of 24 hour servy- 
ice keynote their arguments with 
mention of: factories and mills 
that operate 24 hours a day on 
three shifts. 

A North Carolina Operator 
said, “People working the second 
and third shifts at local mills 
would rather do their laundry af- 
ter work, before going home, 
than get up extra early and rush 
to work after doing the laundry.” 

Industrial workers aren’t the 
only beneficiaries of 24 hour 


IS ROUND T 


NO 


In speaking against round the 
clock service, COIN - OPerators 
voice three major objections: 

1) Vulnerability to vandals 
and thieves, 2) not enough cus- 
tomers come to justify opening 
after midnight, 3) damage suits 
and notoriety risked as a result 
of beatings, robbery or criminal 
assault. 

An owner of a large coin-op 
in New York City had this to 
say: “I tried staying open 24 
hours exactly one week and that 
was last year when I first opened. 
Every morning, when I checked 
the store, I found a drunk sleep- 
ing in a corner or some tramp 
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openings, says another COIN-OP- 
erator, this one in Pittsburgh. 
“Many women do their wash af- 
ter they’ve put the kids to sleep. 
Husband stays home with the 
children and mother drives off to 
the coin-op.” 

“ve heard from owners with 
stores open 16 hours or so that 
the nuisance of having to open 
and close up makes you a virtual 
prisoner,” remarked a Nevada 
man. “Many of us have invested 
in coin-ops because they can run 
themselves. Limited opening 
time defeats this purpose. I feel 
that the bother involved in clos- 
ing a coin-op, then opening it a 
few hours later negates any sav- 
ing you might make in electricity 
and utilities. You always have 
customers to keep your machines 
going during the late hours.” 

An owner in densely populated 


swigging away at a bottle of wine. 

“My coin-op was on its way 
to a reputation as being a hang- 
out for drunks and hoboes. As 
a result, what little after midnight 
business there was dropped to 
zero. Would you want your wife 
to go to a coin-op where she 
could be frightened or assaulted? 
Naturally, I don’t want harm to 
befall anybody. Selfishly speak- 
ing, I don’t want to lower my 
reputation or risk damage suits.” 

Vandalism and theft rated high 
on the list of objections to round 
the clock service. In Maryland, 
a COIN-OPerator said, “Keeping 
open 24 hours is asking for 
trouble. Unless you have special 
police protection, someone will 
be trying to jimmy open your 
coin boxes and change makers 
every night. One of my shops is 
in a rough neighborhood, so I’m 
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Boston was of the opinion that 
cash and equipment are safer 
from vandalism and theft when 
the coin-op is open around the 
clock. “If a coin-op is well- 
lighted and has the standard pro- 
tective devices, vandals and 
thieves will keep away. Stores 
that close during the night run 
the same risk of burglary as any 
other store.” 

A Florida coiN-oPerator stated 
keeping open round the clock is 
necessary because, “I’m in busi- 
ness to make money. Since my 
overhead would be practically the 
same whether or not I stayed 
open 24 hours, I’m losing money 
by closing. Of course, my coin- 
op isn’t jammed with customers 
late at night or in the very early 
morning, but I do get business 
at those odd hours. A couple of 

continued on page 51 


especially susceptible to theft 
and vandalism there. But I also 
have a coin-op in a high income 
area, and there have even been 
several attempted break-ins in 
that location. 

“You ask if round the clock 
service is necessary. No. Not if 
all the money I’ve taken in dur- 
ing the day is stolen at night.” 

Some operators turned thumbs 
down on round the clock service 
because they felt the business that 
came between midnight and 
seven a.m. didn’t justify the over- 
head incurred in staying open. 

“You could count the number 
of customers between 11 p.m. 
and seven a.m. on one hand,” 
said an owner in Washington, 
D. C. “I stayed up all night for 
a week straight to see how many 
people came in and got angrier 

continued on page 51 








Why my coin-op was a failure 


Here’s the straight-from-the-shoulder story of 


the lessons learned when a business went sour 


he reason I’m telling this 

“failure story” is because I 
feel that I’ve profited by my mis- 
takes. I'm kind of a penitent 
who’s ready to tell anyone that 
I failed not because I opened a 
coin-op, but because my coin-op 
was not good enough. Further- 
more, I’d like to define a term. 
My “failure” was not a disaster 
occurring with dizzying sudden- 
ness. Rather, it was the realiza- 
tion that my particular coin-op, 


with the slightest competition, 
would slide downhill. 

Although I was open for busi- 
ness for only six weeks before 
deciding to throwing in the towel, 
I knew immediately that the basis 
of my problem was my attempt 
to make a silk purse of a sow’s 
ear. 

To say that the place was in 
need of repair when I first took 
over would be an_ understate- 
ment. To start, the site was in the 
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ground floor of an apartment 
building. The floorboards were 
broken, the place was dirty — it 
was a mess. But I thought that a 
little imagination and hard work 
would put me in shape to run a 
profitable operation. 


The “hard work" 


Here was what “a little imagi- 
nation, hard work” consisted of: 


@ Leveling the sloping floor 
along the sides of the store to 
accommodate machines. Because 
the amounts of cement poured 
varied along each wall, an added 
expense was incurred. 

@ Leveling the severely sloping 
aisle. At the store’s entrance, the 
ceiling height was seven feet. 
From there, until the rear of the 
store, the height increased sharply 
as the floor continued downward. 
A new floor was put in to correct 
this, but, as will be seen, it helped 
little. 

@ Originally, there were three 
steps leading down into the store. 
Again cement had to be poured, 
but this time to effect a gradual 
slope over the steps. 

So a couple of months and 
more than $8,000 later, I opened 
an unattractive, dark coin-op. I 
had 20 nine-pound washers and 
six dryers (these were not in- 
cluded in the $8,000 mentioned 
above) and was all ready for 
business. 

After only a few days of actual 
operation, I found a few more 
physical detriments to successful 
operation. The floor still sloped 
downward; the ceiling height at 
the entrance was seven feet, while 
it measured 10 feet at the oppo- 
site end of the store. 

The consequences here were 

continued on page 52 
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about 


FACT #1 KAL is a leader in the field, manufacturing laundry aids 


ever since the birth of the coin-op laundry industry. Years of experience and 
know-how make for a better product — more satisfied customers. 


FACT #z2 KAL pre-measured iaundering aids sell for only 5¢ per 


package — just what the customer wants — and still allows a generous margin 
of profit for you. 


FACT #3 KAL has everything you need — from a new trouble- 


free automatic dispenser to a full line of laundering aids in powder form; 
Detergent, Bleach, Bluing, Ammonia. 


the 
greatest 
name 

in 
laundering 
aids 

for 
coin-op 
automatic 
laundry 
stores 





FACT #4 More and more women are asking for KAL laundering 


aids every day. Whether yours is an established store or just opening, you 
owe it to yourself to try KAL and see why. 


FACT #5 You can get further information, samples and prices 


by writing or calling: 


KALEEN CHEMICAL CORP. 


241 CHURCH STREET @ NEW YORK 13, N. Y. @ CANAL 6-0715 
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| Item: Mrs. T. J. Mullin of 

| University City, Missouri, is the 
national winner in a holiday pro- 
motion contest among operators 
of Econ - O - Wash coin-operated 
laundries, announced Jack A. 
Coleman, Manager of Small 
Equipment Company, Cincinnati. 
The company franchises all 
Econ-O-Wash laundries. 


hA™ Mullin’s Christmas pro- 
motion, which conveyed a 
basketful of holiday spirit, was 
conceived many months before 
the holidayseason. The announce- 
ment of the contest, said Mrs. 
Mullin merely served as impetus 
to carry through the charmingly 
effective holiday promotion. “Our 
Christmas party was the only way 
I could think of to express our 
appreciation for the friendship 
and good will our customers have 
shown us,” said Mrs. Mullin. 
“By making my store a place 
where people like to come, I am, 
by all the laws of reason, going 
to do a better business.” 

Mrs. Mullin’s 13 page, red- 
bound presentation won her a 
Zenith stereophonic record play- 
er and a collection of Broadway 
show music albums. She was 
chosen from approximately 150 
contestants by a committee of 
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judges from McCall’s magazine. 
Basis for the contest was how 
well entrants used a holiday pro- 
motional kit supplied by Small 
Equipment Company, and how 
well franchise holders added their 
own ideas to give their coin-ops 
a holiday atmosphere. 

The complete holiday kit, as 
supplied by Econ - O - Wash, in- 
cluded newspaper mats, hand- 
bills, radio commercials and 
store displays. For Mrs. Mullin, 
however, the promotion became 
more than just hanging signs and 
placing advertisements. She sup- 
plemented and prepared hand- 
made decorations, including mini- 
ature snow scapes, Christmas 
drawings and small Christmas 
trees. Invitations, placed beside 
the folding tables, were printed 
in holiday green and invited all 
to attend the store’s first Christ- 
mas party. (The party, planned 
from 5 to 8 p.m., lasted until past 
10:30.) Three free pastel por- 
traits were awarded as door 
prizes. 

“We served eggnog, coffee, 
Christmas cookies and plenty of 
Christmas candy,” said Mrs. Mul- 
lin. “Everybody had a good time 
—including us.” The total cost 
to Mrs. Mullin for a party that 
will probably bring inestimable 


Coin-op promotion 


wins top prize 


Mrs. T. J. Mullin of St. Louis adds 
personal touches to take national 


honors in franchiser’s promotion 





This colorful presentation told judges the 
story of Mrs. Mullin's holiday promotion. 
The front cover conveys an immediate 
Christmas feeling (above), and the page 
below shows a plastic dime container at- 
tached to a Christmas tree. 
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valuable good will was only $60. 

“Frankly,” said Mrs. Mullin, 
“we didn’t know how our Christ- 
mas party would work out be- 
cause Sunday is a very busy day 
in our store, and we were well 
aware that anything could hap- 
pen. We went into it with this 
thought and didn’t plan anything 
so elaborate that we wouldn’t be 
able to handle it. We were ready 
to change our plans to fit the cir- 
cumstances at any minute. I think 
a person should keep this in mind 
when planning anything of this 
kind.” 


Husband was skeptical 


Mrs. Mullin has been in busi- 
ness little more than a year. Her 
husband, a real estate man, 
owned a number of _ business 
properties in St. Louis, and when 
Mrs. Mullin noted that several 
stores were vacant three years 
ago, she suggested then opening 
a coin-op. Profits would accrue in 
two ways, she told her husband, 
who viewed the idea skeptically. 
He could charge himself rent for 
the store and take in profits that 
came from the coin-op. Being 
unattended, she argued, the store 
wouldn’t require much personal 
attention and would be an excel- 
lent use for the proper. 

Another year of persuasion and 
still one more year of research 
and planning preceded the store’s 
opening in March, 1959. “Up 
until the day I opened,” said Mrs. 
Mullin, “I didn’t know whether 
we'd do any business. However, 
everything was painless. I had 
nothing to worry about concern- 
ing the choice or installation of 
equipment. Everything was 
handled with no muss or fuss.” 

Although she could divulge no 
figures, Mrs. Mullin said she was 
“proud” of her record since her 
coin-op has been in operation, 
and her husband, who had been 
pessimistic throughout all the 
groundwork and preparation, is 
filled with pride. “Mr. Mullin is 
proud of our store and has ad- 
mitted that he has never seen any- 
thing to beat it for an invest- 
ment,” she said. 
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In her initial year as a COIN- 
oPerator, Mrs. Mullin has formed 
several opinions about what con- 
stitutes good business practice in 
this field. She is also learning fast 
what brings in the customers. 
“It’s a fun business and some- 
thing almost anyone could oper- 
ate successfully if he’s willing to 
use a little imagination and a lot 
of energy,” said Mrs. Mullin. “We 
work hard at our store to keep 
it clean and attractive. We want 
to keep our store a pleasant place 
for customers to be, someplace 
where they’re as happy as they 
would be at home.” 

Mrs. Mullin is fascinated by 
the unpredictability of the coin- 
op business. One moment, the 
store is empty and the next mo- 
ment, every one of her 20 wash- 
ers and six dryers are in use. 
“People don’t wash on specific 
days anymore,” said Mrs. Mul- 
lin. “They wash whenever they 
have a free hour—day or night. 








We are offering our customers a 
service they need and appreciate. 
Knowing this makes me proud 
and happy.” 

Throughout the year, Mrs. 
Mullin keeps her eye open for op- 
portunities to present other pro- 
motions. “In the fall,” she said, 
“I decorated with an autumnal 
theme. Now that it’s spring, I 
have baskets of tulips and gladi- 
oli in my store. I also have a 
tree branch filled with tiny birds, 
labeled, ‘People Watchers.’ Our 
customers love them. I suppose 
I'll think up other ideas as I go 
along.” 

Perhaps reaction to Mrs. Mul- 
lin’s Christmas promotion - party 
was best summed up by a cele- 
brant as she said good - night. 
“You have given our community 
something wonderful . . . other 


communities have their laundries, 
but they’re just laundries. Your 
store is a credit to the neighbor- 
hood.” © 





The current spring promotion 
features baskets of tulips and 
gladioli placed around the 
store (above). Door prize win- 
ner during Christmas promo- 
tion sits for free color portrait. 
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YOU CAN CASH IN ON.......... 


ral “BLUE” CHIP 


MR. “BLUE” CHIP Pe) , % 
COIN OPERATED fey VQ ete 
PALOMINO HORSE oy “i 


J Pays for himself in 
2 1/2 months! 
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¥ Gross $1,500.00 first year! 
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/ No extra insurance! 
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Y¥ Kids Love him! | : é LES 





v Mothers appreciate him! 
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® HORSE — All Welded Cast Aluminum $ 
® WEIGHT—225 Pounds. 


® DIMENSIONS—Overall—20” Wide x 48” Long x 41” High. 


Base—20” Wide x 30” Long x 13” High. F. 0. B. HARRISBURG, PI 
COIN BOX—National 10c Standard Equipment. : 


SADDLE—Genuine Leather. 
MOTOR—Quiet, Heavy Duty. 90 DAY WARRANTY 
MOVING PARTS—Completely Shielded for Safety. MECHANIS 
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YES YOU can cash in on big profits with MR. “BLUE” CHIP! .. . you start making money the very fir 
day, MR. “BLUE” CHIP arrives! What other investment of this size will return $1,500.00 the first year? Whi 


other piece of equipment do you have that pleases your patrons and also makes money for you? 


ORDER NOW AND CASH IN ON MR. “BLUE” CHIP 


NATIONAL CLEANING EQUIPMENT CORPORATIOI 


2940 North Seventh Street, Harrisburg, Penna. 
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The Sunfresh'ner “\ as | 
uses nature's method  ——_—— 
of deodorizing and puri 
fying. Mercury in the Sun 
fresh'ner lamp generates short- 
wave ultra-violet rays. These 
are transmitted through the 
special glass lamp to form 
ozone which destroys 
odors. The ultra-violet 










rays also kill germs 
and bacteria. 


FULLY GUARANTEED—UniMac Company unconditionally guarantees the Sunfresh'ner for a 
year and will replace any defective part. This does not include any damage through abuse or 
the lamp contained in the unit. Lamp has an expected life of 6,000 hours—almost one year's 


continuous burning time. 


WHEN ORDERING, SPECIFY 110 V OR 220 V CURRENT 


Another outstanding product of 
UniMac Company, manufacturers 


of fine laundry equipment .. . 
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ORDER TODAY! 
WRITE DEPT. CO-40 


YOU GIVE YOUR CUSTOMERS SUNSHINE DRYINE 


with the All-New UniMac 


Sintreshiner 


DESTROYS ODORS AND BACTERIA—PUTS SUNSHINE FRESH- 

NESS INTO CLOTHES—The UniMac Sunfresh'ner generates ozone, 
nature's own deodorizing agent, and ultra-violet rays which destroy bacteria. Dryer 
gas fumes, perspiration, and other objectionable odors are eliminated. Odors are 
gone, not merely covered over. Clothes take on a sweet, outdoor freshness. They 
dry softer, fluffier and with less linting. The Sunfresh'ner gives you a new, year-round 
promotional feature for your coin laundry. It is an “extra” that will attract new 
business and increase your profits. 
EASY TO INSTALL—The Sunfresh'ner attaches easily to the door of any com- 
mercial tumbler dryer. Do it yourself quickly and simply. Comes complete, ready 
to attach. Operates with tumbler switch. Complete instructions are enc!osed with 
each Sunfresh'ner. a 
COSTS SO LITTLE—The Sunfresh'ner is va 
of completely new design, a life-time ee 
aluminum casting finished in duotone 
gold and silver to harmonize with any 
dryer color. Sunfresh'ners are a wise 
investment. They add beauty to your 
tumbler line, increase your profits, and 
cost so little . . 


Sree * " 
Te age! 
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UniMac Company 
802 Miami Circle, N.E. 
Atlanta 5, Georgia 
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Direct mail advertising 


way isther your business is an 
established one, or new, 
you can use direct mail adver- 
tising to profitable advantage. It 
is quite easy for someone to make 
suggestions on how to best run 
your business. Everybody seems 
to be out to sell you an idea. 
With direct mail advertising, you 
must sell yourself on it, to suit 
your needs and plans. 

Direct mail advertising is for 
everyone in business. It’s a big 
medium of advertising, just as 
newspapers, TV, radio and maga- 
zines are big. It’s the second 
highest in dollar billing adver- 
tising (newspapers are first). It 
gets results, and brings customers 
right to your coin-op as certainly 
as an invitation brings guests to 
your home. It is personal, and 
that is why it is different from 
other advertising. 

The corner drug store owner 
uses direct mail advertising, and 
budgets it right into his store 
planning. The Ford Company 
uses direct mail advertising, too. 
In fact, Ford made so much 
money on last year’s campaign, 
it’s putting on this year the big- 
gest individual direct mail cam- 
paign that has ever been handled. 
Both the druggist and Ford know 
that direct mail is one sure way 
to reach the individual with a 
selling message. Both realize the 
value of selling the one individ- 
ual . . . you don’t sell “groups 
or masses,” although the individ- 
uals do add up! 

Before describing direct mail, 
let’s get rid of “junk mail.” You 
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by ELBRUN FRENCH 


realize yourself just how much 
mail you throw into the waste 
basket. You may become an- 
noyed with the constant flow of 
such mail, and you wonder how 
anyone can afford to waste 
money sending you an inappro- 
priate message, or a Message you 
would never bother to read. Just 
understand that the sender made 
at least two mistakes which would 
have been saved if he had 
planned wisely. 

For example, suppose you were 


to receive a mailing from a man- 
ufacturer of chick incubators... 
your home is on the top floor 
of a city apartment building. It 
wouldn’t matter how interesting 
the mailing read, or how wonder- 
ful the bargain happened to be 
. . . you just can’t raise chickens 
in your apartment! This company 
bought the wrong list. 

Say another company sends 
you a long letter that raves about 
its reputation and number of 
years in business. You stumble 


DO YOU NEED DIRECT MAIL ADVERTISING? 


If you score high with "YES" answers, you do need it. 


Do you serve a family community area of NO YES 
more than |,000? 


Would you like to have the larger percentage 
of your community business? 


If you had the time to talk with every lady-of- 
the-house, could you show her the advantages 
of using your coin-op and get her to come in 
once and try it? 


Would you be willing to offer an initial induce- 
ment to gain a new steady customer? 


Are you interested in ways to increase a 
regular customer's business with you? 


Are you interested in ideas to pep-up your 
business during slack periods? 


Do you prefer regular customers, rather than 
chance passers-by? 


Do you have any competition? 


f you were a member of your community, and 
not the owner, would you patronize your 
coin-op? 
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through the first few lines and 
toss the dull, hard-to-read mes- 
sage into the basket. Too bad. 
Had you ploughed through a few 
more paragraphs you would have 
been able to take advantage of 
a “close - out” of your favorite 
brand of golf clubs . . . half price 
too! Always remember when you 
write a letter to a customer that 
the only thing the customer is in- 
terested in is herself .. . not you. 

There are so many messy look- 
ing forms of “junk mail” that 
waste baskets are full of them. 
Just follow the principles of good 
judgment and good taste . . . sell 
your prospect services that apply 
to her needs . . . and you won't 
have junk. 

For small mailings under a 
thousand, you may handle them 
yourself. But, unless you feel like 
gambling, it’s best to take the ad- 
vice of a professional direct mail 
consultant. You have to figure 





your list and the cost first, in or- 
der to budget for your campaign. 
Remember to sell one thing at 
one time to one customer (each 
person on your list is an individ- 
ual.) For new customers, you 
will probably write to house 
wives. Keep this in mind and 
make your letter look attractive, 
sound personal and _ friendly. 
Ladies favor the color pink. You 
might use that color for the print- 
ing ink, or the paper itself. Be- 
gin your copy in a way that also 
attracts attention. You may use 
a headline instead of a salutation, 
like this: 
BECAUSE YOU ARE THE 
MOST IMPORTANT LADY... 
This will certainly attract at- 
tention more favorably than the 
stiff sounding salutation .. . 
“Dear Madam.” 
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Then go on and _ introduce 


yourself. Women like to know 
the person addressing them. 
Next, start selling! Perhaps you 
might suggest you have a special 
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money-saving offer for her, and 
if she will come in to your coin- 
op, she will get the “red carpet” 
treatment. You might want to 
show her your new machines, and 
your larger units for rugs. You 
may tell her about the “dainty- 
wear” and baby-wear machines, 
reserved for delicate clothes. 
Perhaps you have special soaps 
for rugged, hard-to-clean men’s 
wear you want her to know 
about. Whatever it is, give her 
something to think about. Give 
her a special reason why your 
coin-op is meant for her. 


Final job 


The last step is to arouse ac- 
tion. This is an easy one. Many 
surveys show that up to 85 per 
cent of women receiving coupons 
with cash value redeem them. 
All you have to do is make an 
introductory offer and most likely 
you'll get a new customer. Here’s 
one idea: send her a fake coin, 
tell her this could be real cash 
on her next wash. To spark a 
customer into coming regularly, 
you might send her a dated card 
which will be punched on each 
weekly visit. This card will offer 
a “free wash” on a specific date 
after so many trips to your coin- 
op. There are dozens of ideas 
like this to keep up a steady flow 
of business for you. Even the 
woman who owns her own ma- 
chine, or who lives in a building 
that supplies machines, can be 
your customer for part of the 








time. Home machines aren’t 
made large enough for rugs and 
heavy covers. 

There are direct mail cam- 
paigns for the long - established 
coin-op that will increase the 
amount of wash regular custom- 
ers bring, or the frequency. Use 
your imagination and suggest a 
“blanket-festival” week, or “tint- 
your-sheets” week, or “dye-your- 
rugs” week. Women love new 
ideas and suggestions. You see 
things first hand in your own busi- 
ness, and you'd be surprised how 
your customers will take your 
suggestions to improve their 
homes with better looking cur- 
tains, rugs, etc. 

After you have decided upon 
a Message, or series of messages 
to be mailed, you must decide 
upon your list. If you are start- 
ing to build a list from scratch, 
there are several places to find 





them. If your community is 
small, you might use the tele- 
phone book, and address by 
hand. Larger communities, where 
your surrounding area may total 
around 5,000 families, may re- 
quire that you buy or rent a list. 
The telephone directory people 
may be able to supply you with 
what is called, “reverse list 
book.” This means the residents 
are classified according to their 
street. You may get a voting list, 
or contact your local printer or 
letter shop; it should have some 
good lists. You can buy special 
lists for special people such as 
“mothers of more than three chil- 
dren,” “new mothers,” “wives,” 
“business workers,” “new resi- 

continued on page 45 
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“Near perfect” site spurs sales 


Father-son team 
list 3 advantages 
of location for 


stores s success 


by STEVE BLICKSTEIN 
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our years ago, a man sat on a 
log at 2 a.m., watching a 
steady stream of cars drive up to 
a milk vending machine at a 
point where two highways form 
a spear in Red Bank, New Jer- 
sey. So enchanted had the man 
become with this heavily traf- 
ficked milk machine, that he 
called his son at this uncivilized 
hour of the morning and invited 
him to sit on the log with him. 

The man, Donald Matthews, 
and his son, Don, Jr, repeated 
this performance for the next few 
nights and continued to watch 
this magical location do its work. 
The vigil convinced them that 
such a spot should not go to 
waste. Therefore, the father and 
son team bought the entire lot. 

Now, four years later, the milk 
vending machine is still there. 
But casting a huge shadow over 
it is the Matthews’ coin-op, a 38- 
washer, 13-dryer store, open 
since mid-February. 

Before the Matthews men built 
their coin-op on the lot, they in- 
vestigated the reasons behind the 
apparently magical powers of the 
location. This investigation re- 


vealed an almost - perfect water 
supply set-up. The lot is located 
at the town’s last outpost for 
water supply and sewage dispo- 
sal. Beyond the lot are rural 
homes—each with its own septic 
tank. 

The water set-up is ideal for 
two reasons. “First,” said Don, 
Sr., “waste suds and rinse water 
are eventually harmful to septic 
tanks. Secondly, most of these 
rural homes have water heaters 
so small that if there’s a good 
size load of wash done, no one 
can bathe for hours until the 
water heats up again.” 

‘“Here’s an example of how 
much water must be used to do 
a proper wash,” said Don Jr., 
referring to an accurate record of 
the first week’s consumption. 
“Customers washed 2,300 bun- 
dles. The coin-op consumed 77,- 
000 gallons of water—an average 
of 33 gallons per wash.” 

Another major plus factor for 
the location was that it is on a 
well-traveled state highway lead- 
ing into Red Bank. “You just 
can’t miss my coin-op when you 
come to town via the northern 
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the instantaneous water heater created 


expressly for the automatic laundry 


Trim... and terrific! As attractive as your 


washers...the new WEBEN Koppermatic 


is good looking enough to set out front. And 


efficient ... it’s designed to bring you bonus 


efficiency with finned copper heat exchanger, 


9 times more efficient than conventional 


tubing. Engineered with the requirements of 


coin-ops kept clearly in mind... intensively 


tested ... the Koppermatic gives you many 


exclusive advantages. 


"no exposed controls, wiring, valves or regulators ... HANDSOME 


APRIL, 1960 


self generating controls... NOT DEPENDENT ON OUTSIDE ELECTRICAL POWER 


above 80% thermal efficiencies ... MAXIMUM ECONOMY 


completely automatic controls with 100% shut-off . . . DEPENDABLE AND SAFE 


compact, lightweight design... EASE OF INSTALLATION 
models of 400,000 and 600,000 btu/hr inputs .. . HIGH RECOVERY RATES 
durable copper heat exchanger ...GUARANTEES LONG LIFE 


estern 
Boiler Engineers, Inc. 


1616 Anson Road FL 7-6331 Dallas, Texas 
manufactured by WEBEN manufacturers, inc. 
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Donald's attractive 38-dryer, 13-dryer 
coin-op is always filled with customers. 


highway,” Don Sr. remarked. 

This highway leading to the 
Matthews’ door emphasized the 
need for ample parking. Mat- 
thews’ lot can hold 28 cars, but 
available parking within sight of 
the coin-op can accommodate 
150 cars. 

New homes being built in and 
around Red Bank was another 
factor that made the location so 
desirable. The majority of these 
homes will be built outside of the 
town’s water supply and sewage 
disposal area, the Matthews’ 
said. 

These factors, plus the Mat- 
thews’ own keen business sense, 
convinced them that a coin-op 
was a natural for the location. 
So, Donald, Sr., a steam engineer 
and a cleaning laundry plant- 
owner in another part of town for 
37 years, and Don, Jr., an elec- 
trical engineer, pooled their tech- 
nical knowledge and $75,000 to 
erect, decorate, wire and pipe 
their large, one story building. 
About three weeks before open- 
ing, the signs went up and the 
lights were kept on throughout 
the night. This announced that it 
was only a matter of time before 
the installation would be com- 
plete. It was finished in 20 weeks. 
The opening of the coin-op was 


“We give customers a 100 per cent return 
for their coins,” say the Matthews men. 
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celebrated by giving free wash 
for seven days. Customers paid 
for dryers. 

“Customers come from as far 
as 15 miles from my location,” 
said Matthews, “because I be- 
lieve in giving them a 100 per 
cent return on their investment. 
I give the best service I know 
how and that’s how I keep cus- 
tomers.” Not interested in short 
cuts, Matthews has a 1,850 gal- 
lon an hour boiler which, when 
running full time, can fill the 
needs of 60 machines. Oil fires 
the boiler, while gas from a five- 
inch line heats the dryers. “This 
arrangement serves two pur- 
poses,” said Matthews. “It keeps 











all the washers and dryers work- 
ing at top efficiency and will allow 
me to add more units to this 
store without losing power or 
efficiency.” 

Although there are two other 
coin-ops nearby, Matthews didn’t 
feel it necessary to bring his 
washer price down to 20 cents to 
match his competition. “If you’ve 
got a prime location like this one, 
you have no reason to cut your 
prices,” he said. “Besides, we’ve 
got a real ‘Cadillac trade.’ I call 
it that because some days I come 
by and see nothing but Cadillacs 
in the parking lot. 

‘A couple of years ago, it was 
announced that this immediate 
















































Jf f 





















% > m ae — ri = > = 
| Ni H | aa ‘ 
ifs 
c 
Ww [Pyare z co 
is | I Bscr | 
jl fara 


TUMBLERS 


are drying faster, 
more economically 





ill Wherever you go, in any type of 


laundry operation, you will find more 





W Huebsch Tumblers in use than any 
other make. That’s because Huebsch 


continues to introduce more. and 


as 
te 
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more original features... assuring 
you the most efficient drying at the 


lowest possible cost. 












Available in manual or coin- 
operated models. Your choice of any 


color at no extra charge! 


HUEBSCH ORIGINATORS 


MILWAUKEE 1, WISCONSIN 
FIRST (8 THOBRSCESE . 6 2 oe eens FIRST IN FEATURES 
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MADE FOR EACH OTHER! 


The brand new Launder Bar (Deluxe Model 432D) is the only machine that is engineered 
and designed specifically for coin automatic laundries! Launder Bar delivers by jam- 
proof gravity feed 432 inner-lined, leak proof boxes of fabulous double load DO-I6 
Concentrated Detergent, Bleach, Bluing and Ammonia! Show a 40% profit — put DO-I6 
Concentrates in the 482 box capacity Launder Bar and only reload once a week! 
Launder Bar and DO-I6 are made for each other and your coin automatic laundry! For 


complete information and free samples, write to D0- 16 CORPORATION 


§2-] od ide 77, 
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COIN-OP 
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Wheeled carts, provided by the coin-op, 
have been a great help to customers. 


area had the second highest per 
capita income in the United 
States. Whether that’s true of this 
year, I don’t know, but it’s still 
a well-heeled community. Do you 
know that the number of auto- 
mobiles averages out to two and 
one half per family? That’s im- 
portant. The more cars, the more 
customers can come here.” 

Matthews likes the “Cadillac 
trade” for still another reason. 
“Steady business comes from the 
residents in this area,” he said. 
“IT wouldn’t want a coin-op at a 
shore resort because all you have 
is a 10 week business made up 
of people who'll mistreat your 
property and equipment.” He 
would be happy, Matthews 
added, if he had little or no 
transient business. The  year- 
round trade offered by the local 
market means an even income, 
and that, says Matthews, “is just 
what I want.” 

With the coin-op open 24 







hours a day, seven days a week, 
the Matthews men have formed 
some firm opinions about COIN- 
oPeration. 

@ The traditional washday, Mon- 
day, is a thing of the past. Satur- 
days and Sundays have taken 
over. 

@ A telephone is necessary in a 
coin-op. Everyone, from hus- 
bands to babysitters has the 
number. 

@ The area’s farmers (and there 
are many) are notorious water 
hoarders. Therefore, they are 
more than willing to spend money 
at a coin-op rather than “waste” 
precious water in washing ma- 
chines at home. 

@ Coin-op customers don’t al- 
ways classify as food shoppers 
and vice versa. Food shoppers, 
says Donald junior, are usually 
too loaded down with packages, 
many of them perishable, to 
spend time with laundry. The 
coin-op rates a separate trip. 








@ Keep a coin-op a coin-op, 
without benefit of music or tele- 
vision, says Matthews. “Not 
everyone likes westerns,” Don 
junior said, “and all the television 
sets I’ve seen in coin-ops are 
never in focus. Everyone’s hap- 
pier this way.” 

The Matthews men know that 
this coin-op is a pilot operation 
for other coin-ops to come. “I’ve 
been thinking about opening one 
in Freehold,” said Matthews, 
“and I have a couple of other 
locations in mind. Freehold is 
just a few miles away and has 
the same kind of people that are 
building my business here.” 

Looking out his 96 feet of 
window and watching customers 
file in with baskets and bundles 
of wash, Matthews smiled con- 
tentedly. Undoubtedly he was 
thinking about the night four 
years ago when he sat on a log 
and took his example from a milk 
vending machine. © 


Pay phones should be instalied in all coin- 
ops, says Donald, Sr., shown using one. 
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WASHER DIAGNOSIS CHART 


PART ONE: Electrical Section — motor, timer and general circuit 


COMPLAINT 


washer has no elec- 
trical power 


motor has no power 


motor continues 
overload switch or 
blow fuse on start 
of spin 


motor has power but 
basket doesn't spin 


motor has power but 


agitator doesn't 


timer reading doesn't 
coincide with cycle 


smoke or 


4 
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PROBABLE CAUSE 


off-balance switch open 
blown fuse 


ine cord unplugged or has break 
wiring harness loose or has break 
no power to wall receptacle 
oor switch open 


any of above causes 

motor overload switch open 
overload switch broken 

timer not operating properly 


l j 
motor shorted 


w line voltage to wa 
basket overloaded 
timer contact, car 


f adjustment 


water pump jammed 
outer tub fj ed with 
transmission or clutch 
operative 

spin solenoid loose 


belt loose, tight or broken 
pulleys loose or binding 
see 14 abov 

tub shaft 

tub shaft 

frozen 

brake latch 

inoperative 

brake SO enc ; 


motor transmi 


solenoid shorted 


pump jammed, bu 
Seatiaal 


REMEDY 


redistribute load and reset off-balance switch button 
check motor and solencids for short or overload and 
replace tuse 

replug, repair break or replace line cord 

make proper connection, repair break or replace 
check with test light, correct currents supply 

close door or replace door switch 


make necessary corrections above 

cooling motor automatically closes 

replace switch assembly 

repair or replace timer assembly 

it test lamp shows wires bringing current, replace 


install proper voltage source 

remove excess clothe: 

clean contacts with sandpaper, adj 
place timer 


remove jamming object to free pump impeller 
ae : a ic ‘ : ; 
drain tub, clear pump, drain hoses or tub, drain opening 


clean obstruction or repiace clutch or transmission 


tighten, or if test lamp shows wire 
replace solenoid 

adjust belt to proper tension or replace 
tignten set r move c bstructi an 
same as 14 


clear obstrt 


sen setscrew and rea 


check tor improper 
realign and tighten loose item 


pull line plug, smother fire, replace s 
ciear p imp, repiace be |+ 


pu ig, smother tlame, replace m 


find contact and « 


is 
repair any break in g 


metal (not gasoline) 
this chart was prepared by 


RUBIN BRAUN 
Technical Editor 
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You profit from our experience... VEND-MASTERS 
were the first laundry product dispensers sold from 
coast to coast... more VEND-MASTERS are in use 
today than all other makes combined. You add con- 
venience for your customers . . . they do not have to 
carry big bulky boxes of detergent, starch -or bleach 
in your establishment, no measuring necessary for 
just the right amount per washer load. You get real 
economy first with your original purchase second with 
VEND-MASTERS’ full lifetime guarantee. Your cus- 
tomers economize too... . box for box LAUNDRY 
MAID products are priced competitively to any similar 


product on the market. 


aU bahia nee meh Same V mo RSNA ROA] INDUSTRY! 
“First on the Market... First in the Market!”’ 
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FINEST CONTROLLED ee DE 


5¢ PACK 
(One washer load) 


For dispensing in the 
new 116 package 
VEND-MASTER. 
LAUNDRY MAID 
dry chlorine bleach 
designed to be added 
with detergent before 
washing action begins. 


_ 5¢ PACKAGE 


7 Dispenses from 

| VEND-MASTER 

_ 116 package machine. 

| Designed for use 

- in automatic washers, 
Instant cold water 
_ Starch means an extra 
_ added convenience 
your customers 


GENT AVA 
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dispensing of NEW LAUNDRY MAID products. 


= a a | 


ANOADORNNN INARMNARNAR NN y 


AUTOMATIC SERVICE & SUPPLY CO., INC. 
P. O. BOX 7267 San Antonio 10, Texas 


Please send full information about Model #10 ( ), 


Model #11 ( ), Model #20 ( ). Please send product 
samples (_ ). 


Name 
Address 
City 





WARRANTY FOR THE VEND-MASTER 
Dispensers of NEW LAUNDRY MAID PRODUCTS 
Dispenser parts or the entire dispenser will be replaced on an exchange basis, 


_FOREVER—NO CHARGE, if for ANY REASON they become defective. 
| This warranty is in effect FOREVER if the dispenser is used - for the 


-_ NOOTHER MANUFACTURER WILL MAKE THIS STATEMENT 


WV 


MAIL THIS 
COUPON FOR 
SAMPLES OF 
LAUNDRY MAID 
PRODUCTS AND. 
MORE INFOR- 
MATION ABOI 
VEND-MASTER 
DISPENSERS 





e alph Craig, founder-owner of 
Pilot lant the Craig Supply Co., Inc., 
D of Durham, New Hampshire, has 
bolstered the popular legend of 
Yankee ingenuity and good sense 
by setting up a triple-threat pilot 
e e coin-op, the Durham Launder- 
G ids busi mess center, just a few blocks from his 

o business office and warehouse. 
Distributor for nationally sold 
washers and dryers in Maine, 
Vermont and New Hampshire, 
e Craig accomplishes three pur- 
test Ss yew equipment poses in operating his pilot coin- 
op. The coin-op serves as a lab- 
oratory for testing new equip- 
ment, a showroom for prospec- 
tive customers and as a money- 
maker for its employee-owners. 
Because of its role as a testing 
ground, the Laundercenter was 
put to work under ideal “labora- 
tory” conditions. It is located 
right in the middle of Durham’s 
main street. It’s in a one-story 
building, and has a front and 
back entrance, with more than 
adequate parking. The municipal 
parking lot, in fact, is direetly 
behind the building. Durham’s 


2 
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1. Craig's pilot plant is lo- 
cated on the main street. 
2. Letter writing is a favor- 
ite pastime while waiting. 
3. Spotless interior also 
serves as Craig showroom. 
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A “‘Serviceman’s Dream’’. Remove two screws from 







the entire front of the machine. 


@gias WASHES 


+ 
the toe plate and the front panel raises for access to 
? 





Remove two screws and the entire top opens. Top 
and Front panel uni-hinge provides access to all parts 
without moving machine from its location. 


nee 








THE \ y | 
SPEED WEE A A NEW HIGH TORQUE TIMER, accessible through 1 
NEW aes the coin box access door, requires a simple push to ' 


cycle the machine completely, Cannot be blocked on ; 
COMMERCIAL AUTOMATIC WASHER the “IN” position. Easily removed for servicing. | | 


Despite Speed Queen’s nationally known, enviable reputation for “low- 
est maintenance costs in the industry” — new engineering, new refine- 
ments have been added to the 1960 Speed Queen to make it the most 
trouble-free, profit-making washer of all time. 


Add to those new features, the perfectly balanced, two-an-hour Speed 
Queen Short Cycle and you possess the unchallenged ingredients for 
PROFIT. 









TUB is filled faster, with a new high capacity aerated 
waterfall inlet. Air Gap is above machine top. Specifi- 
cally designed to prevent back-up and splash of water. 


Commercial Dept. V 
SPEED QUEEN 


A Division of McGraw-Edison Company, 
Ripon, Wisconsin 











all together. Access to bolts is only through coin box 
service door. 





| 
| 
For complete details NAME 
of the new A203 | 
and other Speed Queen | ADDRESS 
Commercial Laundry Equipment, 
fill out and mail | CITY 
this coupon. | NEW TAMPERPROOF RIGIDITY and Strength. Two 
| I ccesecintce bolts and bracket tie sump tub, side panel, coin box 
4 
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Customers may avail themselves of the most modern 
conveniences such as laundry supply venders. These are 
placed on pedestals so that customers need not stoop. 


small population—3,000 perma- 
nent residents and 3,300 Univer- 
sity of New Hampshire students 
—brings a measureable, but not 
overwhelming, flow of business to 
the installation. 

Under such conditions, Craig, 
along with Rick Church, Jim 
Chamberlin and Jack Jette, have 
been able to measure the per- 
formance of washers and dryers 
and have had unlimited oppor- 
tunities to experiment with util- 
ities hook-ups and power sup- 
plies. The washers are set far 
enough from the wall to permit 




















easy access to hook-ups. Much of 
the equipment arriving from 
manufacturers makes its first stop 
at the Laundercenter as soon as 
it is unloaded at Craig’s railroad 
siding a few blocks away. 

To fulfill the Laundercenter’s 
second function, that of a show- 
room for prospective customers, 
there’s an excellent selection of 
equipment. There are 16 double 
load and four single load wash- 
ers, and eight-50 pound dryers 
and a twin dryer. With business 
coming from both families, with 
big washes, and students, whose 


Folding tables are only a few feet from 
the eight single and one twin dryer units. 


Double and single load washing machines 
are available to housewives, students. 












































requirements are smaller, all the 
equipment gets thorough use. The 
quiet, easy atmosphere inherent 
in a coin-op gives the prospect 
an opportunity to sit undisturbed 
and watch the Laundercenter in 
operation. The Craig Company 
has found that this method often 
does the selling for them. 

In accomplishing the third in 
its trio of purposes, that of mak- 
ing money for its owners, the 
Laundercenter has performed 
handsomely. 


Building was diner 


“We opened the Laundercenter 
in March of 1959,” said Jim 
Chamberlin, “when we bought a 
building that had been a diner.” 

Acceptance of the Launder- 
center was immediate. The busi- 
ness brought by residents and 
university students warranted the 
store being opened 24 hours a 
day, seven days a week. There 
are no attendants, but Craig, 
Church, Jette or Chamberlin usu- 
ally find time at any hour or day 
to see how things are going. 

“Rural people like the coin-op 
idea,” said Chamberlin. “Espe- 
cially the farmers from around 
this way who have water limita- 
tions. It’s also a blessing to the 
farmer who can do his laundry at 
night and not have to take valu- 
able time out of his daytime 
hours.” 


Customers’ considered 


With the customer in mind, the 
washers were installed to stand 
18 inches high. “That way there’s 
no reason to get a crick in your 
back bending over to load the 
front loading machines. It’s only 
a small plus, but it certainly is 
appreciated,” Jette said. 

Pointing to a small fiberglass 
sink in the rear of the store, Jette 
said, “That little tub was origin- 
ally installed just to act as a rins- 
ing sink for anything that might 
have dropped to the floor. But 
one day last summer I walked in 
here and found a woman bathing 
her baby in it.” 

The Laundercenter, which 
grossed $111 in its first week of 
operation more than a year ago, 
continued on page 56 








AIT OF THE 
Arl-L CONVENTION 


We CENTRAL CONTROL 
SYSTEM FOR COIN-OPS 





TEMCO-MATIC — hottest item on the coin-op market — got a warm and enthusiastic 
reception at the A.I.L. convention. Here are the three big features that “had ’em talking” — 
features you get only with Temco- Matic, because it’s the only system of its kind on the market! 
1. Collects all money in one place 





a convenient, znsurable safe. 2. Eliminates coin meters 
on each machine. 3. Eliminates wall-mounted coin changers — Temco-Matic makes its own 
change. 


PLUS — many other exclusive features including — safe and reliable electrical activation 
of all washers and dryers (any make) from one central control center e protection against 
theft e ability to change washer or dryer prices by flipping a switch e trouble-free, low-cost 
operation e continuous supply of change is provided by customer deposits. 


TEMCO-MATIC isa customer-pleaser, too — the modern way to assure bigger business, 
repeat business. Get the jump on competition — investigate Temco-Matic now. For complete 
information, write Temco Industrial, Dept. T-101, P.O. Box 6191, Dallas 22, Texas. 


TEMCO INDUSTRIAL 





A Division of TEMCO AIRCRAFT CORPORATION «+ P.O. Box 6191 + Dallas 22, Texas 
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Owner nets $100 
monthly by doing 
own small repairs 


This Englewood, Colorado, 







operator read maintenance 


Lester Tappan, Wash-O-Mat's owner, points to masking 
tape which contains the date water valve was cleaned. 


books then set up schedule 


8 initiating and following a maintenance 
schedule, and by learning enough about his 
equipment to effect quick, minor repairs, Lester 
E. Tappan of Englewood, Colorado, has saved an 
estimated $100 a month. The problems solved 
by Tappan in the one year of operation of his 
Wash-O-Mat plant are not the ones requiring 
major overhaul. They are the small annoyances 
that lead to high repair bills and lost patronage 
if neglected. 

Tappan’s step toward bolstering maintenance 
of the 23 washer, 10 dryer operation, was to ab- 
sorb as much maintenance literature as he could 





stic obtain. The second step, about a month after 

— 7 ‘ee . oo starting in business, was to set up a schedule of 
; : 7 ryer coin mechanism, w “om bey are adjusting recurring maintenance jobs. 

et! o lessen coin jams, was quickly re-installed by him. 


An important part of the Tappan maintenance 
ers 7 program is the care of his washers’ water valves. 
: A thorough cleaning every six months is sched- 


eee RRO EE RT RT 


wn : Belt dressing is periodically applied to washer belts : 

i to keep them in top condition. This also gives him an uled. After cleaning, Tappan records the date on 
opportunity to check washers’ hose connections. a strip of masking tape and affixes it to the rear of 
the machine. The cleaning of the valves takes 30 
ion | minutes, but, adds Tappan, “many people never 
: think about water valves until one gets clogged. 
inst | But our valves haven’t given us a bit of trouble 

cost | since we started the semi-annual cleaning.” 
The appearance of “out of order” signs on Tap- 
pan’s equipment has decreased by 75 per cent 
' since he instituted his maintenance schedule. “An 
ess, | out of order sign should come off a machine just 
lete as soon as possible,” said Tappan. “The longer 


it’s on, the greater loss of revenue you'll suffer. 
And before you know it, you get the reputation 
of having your machines constantly out of order. 
I don’t think I have to spell out what that means. 
Customers quietly shift their trade to coin-ops 
they believe have more reliable equipment.” 
Maintenance, Tappan has learned, can also be 
unscheduled and often is required in emergency 
or near-emergency situations. When an offensive 
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eternal beauty 


Like a precious diamond, beauty is 
forever when you install new stainless 
steel Aldryer Dryers. The Aldryer is 
supreme for economy of use, durability 
to wear. Not only will 
ustomers appreciate the 

ik that stainless steel 


Aldryer Dryers manufactured 
for ALD by 
Cook Machinery Co., 
Inc. 


Whether you require stainless steel Aldryer 

Dryers or other fine commercial equipment for 

an entire new store, it’s smart to consult ALD. Proper | 
balanced equipment, engineered exclusively 
for the laundry store industry . . . backed 

by intelligent store planning, a national service and 
parts organization, and the nation’s most 

complete advertising programs have made over 

9,500 licensed Westinghouse Laundromat® stores 

first in profits and consumer acceptance. 


- Can you risk your capital on untried equipment 
and inexperienced distributors when you too can afford 
to have the best, work with ALD, and profit by the 
consumer acceptance of the sign of the licensed 
Westinghouse Laundromat store? Call or write for equipment 
information and details on ALD’s liberal financing plan. 


ALD, Inc. 


7045 North Western Avenue, Chicago 45 
Offices in 44 principal cities. 

ALD Canada, Ltd., 

54 Advance Road, Toronto, Ontario 
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Mrs. Tappan helps her husband by 


cleaning the washers regularly. 


Tappan completes cleaning of water 
valve on washer. They get a great 


deal of the COIN-OPerator's time. 


odor was causing customers to wrinkle their noses 
and make for the door, Tappan investigated and 
found the source of the odor to be a sewer pipe. 
Tappan lost no time in arranging a vent to the 
sewer line. The ripe odor was directed from the 
coin-op and volume was revitalized. 


Coin slots were problem 


“I think the problem that dogged me like a 
toothache was the malfunctioning of the dryer 
coin slots,” said Tappan. “The coins didn’t seem 
to drop right. They'd jammed up the dryers so 
that they wouldn’t function properly, so I studied 
the coin meter and decided that I could solve the 
problem by bending the slot slightly. It took me 
only ten minutes to fix each one and they’ve been 
working fine ever since.” 

Tappan’s real test came when the motor of 
one of his washers stopped operating. ‘My first 
impulse was to rush to the phone and call the 
repairman, but when I thought about the price 
I'd probably have to pay, I pulled up short,” he 
said. Tappan removed the motor from the body 
of his machine and after a thorough examination 
found that a worn bearing was causing the trouble. 
A quick trip to a supply company, and the bearing 
was bought and installed. The washer was back 
in operation so fast that there wasn’t even time 
to put up an “out of order” sign. Tappan esti- 
mates that he saved $25 in repair fees. 
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A good 
teach 
washers, 


maintenance hint is to 
women how to use 


“I’ve found that customers like to use a coin- 
op where they can have confidence in the equip- 
ment,” said Tappan. “In fact we’ve had custom- 
ers tell us they drive many miles and pass up other 
coin-ops just to come to us. 

“Despite the fact that three new coin-ops have 
opened nearby,” he added, “our store still does 
more than hold its own. There hasn’t been the 
slightest drop in business since the competition 
stores opened.” 


Tappen was hardware dealer 


Tappan’s near-obsession with maintenance 
stems from two sources. “Probably the strongest 
motive in my maintenance drive is the fact that my 
equipment represents a substantial investment. I 
can’t afford not to keep it working.” 

The second factor is that Tappan, before open- 
ing his coin-op, was a hardware dealer. Because 
of this he knows machinery and has developed a 
substantial knowledge of and aptitude with ma- 
chinery. 

Tappan recently retired from the hardware 
business, where he spent seven days a week in the 
store and worked far into the night. “The coin- 
op business is just what I need,” he said. “It 
gives me something to keep me occupied, provides 
an income but still leaves me plenty of free time. 
Proper maintenance of my equipment helps me 
keep it that way.” © 





Bright lights will attract customers, 
deter vandalism and offer better 
advertising and operating conditions 


. 


by GERRY GILLEN 


LIGHTING DIVISION SUPERVISOR 
CONSOLIDATED EDISON COMPANY OF 
NEW YORK INC. 





ood lighting means. safer, 
surer and bigger business for 

the more than 12,000 owners and 
operators of quick-service laun- 
dries. Whether seeking better 
advertising, brighter operating 
conditions, improved sanitation 
or deterrents to vandalism, coin- 
ops would do well to consider 
the various ways in which light- 
ing can be used to best advantage. 
To compete with the “high- 
show” lighting of other stores on 
the street, why not place a single 
row of fluorescent high output 
lamps with weatherproof reflec- 
ters across the store’s facade. 
Or, in the same manner mount 
150-watt R38 projector flood in- 
candescent lamps with adjustable 
sockets to provide the exterior of 
the launderette with the 20 foot- 
candles of light necessary to at- 
tract attention and advertise to 
distant points that the shop is 
open. A brightly lighted name 
sign will serve for identification 
and competition with other signs 
in the area. Uncluttered windows 
will add to the store’s attractive- 


ness and with proper lighting the 
whole interior may be seen from 
the street. 

If the interior presents a pleas- 
ant, inviting appearance with 
light colored walls, ceilings and 
floors, owners of quick - service 


laundries will want to highlight | 
this effective color scheme with ~ 


bright and shadowless lights. The 


very best illumination for the in- — 
side of the store is desirable for ~ 
accurate loading and unloading * 


of the machines and ease of op- 
eration. The customer wants to 


ET Rey) seme ~ 


be sure that she doesn’t get Poor lighting makes it easier for you to 


Johnny’s blue socks or pop’s red “lese" old 
behind washers and hard-to-reach spots. 


sport shirts mixed in with her 
whitewash. She wishes to see 
that no clothing is left behind in 
the dark hidden corners of a 
washer or dryer. Her wash will 
be closely checked for whiteness 
and bluing results and shadow- 
less lighting will help her to see 
the finer whiter results that the 
coin-op’s washing machines bring 
about. 

Good lighting deters vandal- 
ism on the frequently unattended 


rags, brooms and other items 


coin-op premises. A well-lighted 
store discourages loiterers and 
makes women feel safer, encour- 
aging them to take advantage of 
the 24 hour service available at 
the laundries. The owner will 
certainly appreciate the added se- 
curity that comes from the de- 
creased likelihood of damage to 
equipment and coinbox looting. 

Proper lighting enforces sani- 
tation which attracts customers. 
There are no dark corners to ac- 
cumulate dirt. Clean walls, ceil- 
ings, floors and machines become 
mandatory, and nothing is more 
attractive to the housewife than a 
sparklingly clean work area. Cus- 
tomer carelessness with paper, 
gum and cigarettes also is dis- 
couraged. Good lighting makes 
for a clean place which meets 
competition. 


Recommended lights 


To achieve best results 100 
foot-candles is the recommended 
minimum level for the interior. 
A proper installation is provided 
by four-lamp fixtures mounted 
end to end in rows no more than 
ten feet apart and ten feet high. 
Fluorescent lamps that can be 
used economically are the 8-foot 
model (T-12 standard cool white 
color). The total interior light- 
ing installation should equal at 
least 6 watts per square foot. O 





"Some of my coin-op customers come into the barber shop 
just to read one of the magazines. Many of them wind up 
getting a haircut. This way they kill two birds at once." 


Dual-service stop 


brings business 


to new coin-op 


Haircuts while waiting for 
laundry are profitable to 


Beverly, Massachusetts 


COIN-OPerator-barber 


Ww urry up with this haircut, 

Mike. My laundry’s al- 
most ready.” Michael Pelletier, 
owner of the Thrift-T Speed 
Wash in Beverly, Massachusetts, 
hears this cry day in and day out 
as he gives haircuts to men whose 
laundry is swirling around in the 
washers and dryers in his coin-op 
next door. 

“I’m very optimistic about the 
future of my coin-op,” said Pel- 
letier with a hint of a French ac- 
cent. “This man in the chair 
right now has his laundry in 2 
dryer.” Pelletier pointed to a 
young man sitting under his scis- 
sors and comb. “Some other 
guys who bring in their laundry 
come in just to read a magazine 
and find out they need a haircut. 
Others come in for a haircut and 
remember they have a bag of 


Continued on Page 42 
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Cooperation ends change shortage 


ven the best-run coin-op is go- 
E ing to run short of change 
now and then—but there is an 
ideal solution in working out a 
cooperative arrangement with a 
nearby restaurant, according to 
Robert Huggins, owner of May- 
tag Coin-operated Laundry, in 
Denver, Colorado. 


Has coin changers 


Huggins has two large coin 
changers mounted on the wall 
just inside the entrance of this 
modern East Denver Coin-Op. 
These are adequate during the 
week. During week-ends, how- 
ever, and particularly on busy 
holidays, there are instances in 
which change runs short, with the 
result that customers are angry, 
disappointed, and must usually 
get in the car and travel some 
distance for change. 

Recognizing the inevitability 
of this situation, Huggins worked 
out a simple solution when he 
noticed that there was a nearby 
shop which served hot doughnuts 
baked on the premises, coffee, 
sandwiches, and other short-or- 
der items. Visiting the doughnut 
shop, the Denver Coin-Op owner 
introduced himself, explained the 
problem of running out of 
change, and asked whether the 
doughnut shop operator would 
be willing to “take up the slack” 
in return for some effective ad- 
vertising within the coin-op. 


Huggins’ deal 


Offered was the daily furnish- 
ing of rolls of change to the 
doughnut shop by the coin-op, 
checked every morning, and kept 
replenished so that obtaining the 
necessary change would be no 
problem for the doughnut shop 
operator. After going over the 
various aspects of the problem, 
an agreement was reached, and 
now, signs throughout the coin- 
op suggests “Get Your Change 
At The Spudnut Doughnut 
Shop.” On the same sign is an 
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appetite-whetting shot of a pair 
of glistening hot doughnuts and a 
cup of coffee, which, of course, 
automatically suggests the ideal 
way to while away time as the 
automatic washers or driers han- 
dle the customers’ laundry load. 

Spotted at three points in the 


FOR COMPLETE INFORMATION 
WRITE: 


COIN-OP 
INDUSTRIES, 
INC. 


EXECUTIVE OFFICES 
Pioneer Building, Suite 605 
Saint Paul |, Minnesota 


Coin-Op, the doughnut-and-cof- 
fee suggestion signs have proven 
surprisingly effective in building 
volume for the doughnut shop, 
and have likewise completely 
done away with complaints of 
customers who find that the coin 
changers are exhausted. O 
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AT THE CHICAGO SHOW! 






















New, to the COIN-OP Industry, 


but already proven. 


The Coin-Op Hair Dryer was the 
darling of the 1960 American Institute 
of Laundering Convention. 


Consider these facts: 


@ Built-in money and coin 
meter box — Lock-in dryer 
head — no vandalism. 


@ Adjustable money recep- 
tacle — 10c for 10 minutes 
— 25c for 30 minutes. 


@ All parts are maintenance- 
free. No delays or lost 
customer volume. 


@ Safety fastened to floor — 
gives positive security. 


@e COIN-OP uses minimum 
floor space. 
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Mike Pelletier's barber shop is only a few feet from his 24-hour, six day a week coin-operated laundry. 


soiled laundry at home. This is 
a small town. They just jump 
into their cars and they're back 
with their laundry in no time,” 
he said. 

Thrift-T has been open since 
Christmas, 1959. Pelletier bought 
the store that now houses the 
coin-op more than four years ago. 
His first venture with this store, 


a taxi headquarters, failed. After 
that, he found himself unable to 
rent the store for more than a 
year. It was then that Pelletier 
decided to open his coin-op at an 
investment of $16,000. 
“Customers like my place be- 
cause it’s clean,” said the owner. 
“And just like a barber shop, a 
laundry must be clean to make a 


His haircut was completed in just enough time 
to take his clothes from one of seven dryers. 
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living.” To keep his coin-op 
clean, Pelletier spends 30 minutes 
a day cleaning up. He schedules 
10 minutes each in the morning, 
afternoon and evening. If cus- 
tomers are in the store while he’s 
cleaning, Pelletier exaggerates the 
motions of picking up an empty 
soda bottle and placing it in its 
case, or of sweeping up cigarette 
butts and pouring them into sand 
buckets. “People who watch me 
do this in almost slow motion 
know I mean _ business about 
wanting my place kept clean,” 
Pelletier said. “Then they follow 
my example.” 


Downtown Location 


The Thrift-T Speed Wash is 
in downtown Beverly, a city of 
about 30,000, where the main in- 
dustry is the manufacture of 
shoes. Because the law prohibits 
Sunday openings, the store, gen- 
erally open 24 hours, closes at 
midnight Saturday and opens mid- 
night Sunday. He finds that his 
peak business hours for his 22 
washers and seven dryers are 
from 7 to 9 p.m. and estimates 
that his patronage ratio, men to 
women, is 50-50. A rear en- 
trance, with adequate parking 
space, helps to attract customers 
and brighten Mike Pelletier’s 
future. © 
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Award to COIN-OP 





Attract 


MORE CUSTOMERS 
witht 


2 CLEAN ... not expensive 
pes FRESH refrigeration 


but — 


.. COOL AIR arn ALTON 


Grew cooling 
and ventilating SYSTEM 


citation for visual excellence 
A was awarded to COIN-OP 
magazine for its first issue cover 
by Art Direction, official publica- 
tion of the National Society of 
Art Directors. This is the first 
such award made to a trade 
magazine. 

The awarding panel, consisting 
of industrial design, advertising, 
television art, merchandising and 
packaging experts, said the Feb- 





| we eee 





ruary cover best exemplified a 
unique visual rendition for the 
introduction of a trade publica- 
tion 

The cover design, consisting of 


: ( 
9 repetitions of the COIN-OP BETTER LOW COST 
title and carrying the coin theme COOLING FOR THE COIN-OP ait 


throughout, dramatizes the profit 
potential of the quick service in- 
dustry The cover’s conception 
and execution was the result of 
a joint effort by Arnold Schaffer 
and Stuart Dwork, Art Director 
and Art Editor respectively of the 
magazine. O 


One machine installed on the roof. 
Does not take up valuable floor space. 
Operates for less than 50¢ per day. 
Requires minimum maintenance. 
Cools effectively with front door open. 
Hundreds of satisfied customers. 
Works in all climates. 


ALTON Wanufacturing Cr 


1112 ROSS AVENUE e DALLAS, TEXAS 


ATTENTION 
HOOSIERS 


For Association informa- 
tion in your area contact: 


ALTON MFG. CO. 
1112 Ross Avenue 
Dallas, Texas 


______Send complete information on Alton's cooling systems for the COIN-OP. 


Bill Watkins, Secy-Treas. 
Indiana Quick-Service Laundry 


Have Dealer in my area call. 


Association en 
1027 JOHN STREET Business ge 
ANDERSON, INDIANA | City , en soi al deel State. 
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Not Guilty 


Michael A. Welt, operator of 
12 coin-ops in New York’s Nas- 
sau County, has had his second 
conviction for working on Sun- 
day reversed. The first such con- 
viction was reversed last June. 
In the most recent reversal, the 
court ruled that while the coin- 
op store was open, the owner 
wasn’t there and, therefore, 
couldn’t have been working. The 
judge who upset the conviction 
said that Welt was found guilty 
strictly on the speculation that he 
might have been on his plant 
premises. “Such speculation can- 
not be the basis of a conviction 
under our system of law,” said 
the judge in his decision. 


No License Fee 


The Coin-Operated Self-Serv- 
ice Laundry Owners’ Association, 
Inc., of Detroit, persuaded the 
city’s Common Council to exempt 
unattended coin-ops from a $50 
licensing fee. Basis for the de- 
cision was the exclusion from the 
definition of the term “plant” any 
‘establishments where no services 
are rendered, except the rental of 
machines.” Donald E. Paquette, 
General Counsel of the associa- 
tion, warned, however, of the 
razor-edged basis for this de- 
cision. Exemption from the license 
fee would prevail only as long as 
owners did not render any serv- 
ices to customers, such as taking 
possession of property (i.e laun- 
dry) for any period of time, no 
matter how short. 


A.1.L. Coin-op 


The American Institute of 
Laundering has opened a coin-op 
in its headquarters city of Joliet, 
Illinois. The 20 washer, installa- 
tion, open since July, was initi- 
ated to give the A.I.L. firsthand 
knowledge of the coin-op field. 

In a report to its members, the 
Institute explained that its coin- 
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op is in a heavily populated, low 
rent, residential area, four blocks 
from a railroad yard. The popu- 
lation consists mainly of la- 
borers. Its nearest of 16 com- 
petitors, adds the A.I.L., is five 
blocks away. The building, origi- 
nally a tavern, was more recently 
used as a “very low rent” three 
family apartment house. 

The report, prepared by Daniel 
R. Christenson of the A.I.L. pro- 
duction and engineering depart- 
ment, gives complete details of 
construction, lighting ventilation, 
decoration and promotion. Equip- 
ment requirements are explained, 
and there are detailed breakdowns 
of machine usage. But probably 
the most interesting part of this 
highly informative bulletin is the 
coin-op’s operating statement 
covering periods from 13 to 30 
weeks. Also included is the 
store’s floor plan. 

A letter to the American Insti- 
tute of Laundering, Joliet, Illi- 
nois, asking for the January, 
1960, Service Bulletin, will be 
sufficient to get you the complete 
story. 


Down, But Not Out 


A group of Connecticut CoIN- 
Operators, led by Charles J. Du- 
Pont, Norwich coin-op pioneer, 
lost a battle, raging in the courts 
since the first of the year, to keep 
coin-ops open on Sunday. The 
denial of an injunction allowing 
them to remain open on Sundays 
until the law is reviewed by the 
state legislature was handed down 
by the state court in Hartford 
late in February. “Sunday open- 
ings,” said Pierre DuPont, son of 
the group’s leader, “seems to be 
a personal matter among county 
prosecutors.” In some counties, 
he added, there has been no ac- 
tion against Sunday openings. 
“But we’ve had wonderful sup- 
port from the newspapers, radio 
and general public,” said DuPont. 


“We've got the nucleus of an as- 
sociation started now, and we feel 
certain we can lick this thing.” 

The nucleus membership of 
Connecticut COIN-OPerators com- 
prises Arthur Stevens, Leonard 
Meyers, Charles J. DuPont, Wil- 
liam Ferber, Richmond Smith, 
William Mulholland and Pierre 
A. DuPont. 


New Hampshire Convention 


Coin-ops will be discussed for 
an entire afternoon at the two- 
day New Hampshire Laundry 
and Dry Cleaners Association 
convention. The _ convention, 
which will be held June 24 and 
25 at the Lake Tarleton Club in 
Pike, N. H., will be opened to 
owners of coin-operated stores. 


Coin-op Division in Mass. 

The Massachusetts Laundry- 
owner’s Association, Inc., has 
announced the establishment of a 
Coin-Operated Laundry Divi- 
sion. The division will provide 
information and assistance to its 
members in the form of legal rep- 
resentation, monthly bulletins and 
a national convention. 


AALF Elects 

Officers were elected at a well- 
attended meeting of the Amer- 
ican Automatic Laundry Founda- 
tion. A group of coin-op own- 
ers in the New York metropoli- 
tan area. An eight man board of 
directors was also named. 

The newly-elected officers are: 
William Ferber, president; Mur- 
ray Schacht, first vice-president; 
Leo Pariser, second vice-presi- 


continued on page 55 


ATTENTION 
DETROITERS 


For 


Association 


tion in your area contact: 
D. E, Paquette, Exec-Secy. 
Coin-Operated Self-Service Laundry 


Owners Association, Inc. 
2310 DIME BUILDING 
DETROIT, MICHIGAN 
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COIN-OP 


Direct Mail 


continued from page 19 


dents,” and others. 

If you live in a densely popu- 
lated area like Chicago, San 
Francisco, or New York City, 
where the close surrounding areas 
may number thousands of fami- 
lies . . . then a low priced list 
may be obtained from several 
nationally known direct mail 
houses. 


There are more than 28 for- 
mats for mailings. These include: 
letters, folders, circulars, broad- 
sides, booklets, brochures, self- 
mailers, post cards, mailing cards. 

The basic direct mail unit con- 
sists of a 3-piece mailing . . . let- 
ter, reply card (or coupon) and 
envelope. The letter is the back- 
bone of all direct mailings even 
though you may send up to ten 
enclosures. 

For an original first mailing, 
it would be wise to have this 
basic mailing. Be sure your en- 
closed reply card, or coupon, has 
a place for your prospect to sign 
her name and address when she 
comes in to redeem the offer you 
have made. This is the first step 
towards building a list and will 
represent your steady business. 
Check this customer off your 
regular first mailing list and file 
her name. (Incidentally, don’t 
destroy the list of names that did 
not respond. You know a sale 
is not always made the first call 
for many reasons. Send a mail- 
ing to these people a second time. 

Later mailings to regular cus- 
tomers may be made profitably 
on postcards. These should keep 
the personal touch, be attractive, 
and tell something special. You 
might even send holiday greeting 
cards to thank them for their 
business. Continuous mailings 
represent direct mail advertising 
at its best. It pays off, and keeps 
good will for you. 

The costs for printing and 
mailing a letter, two-sided card 
and No. 10 envelope—excluding 
art and addressing, but including 
mailing and postal charges for 
third class mail is usually: 
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1,000 initial quantity, $95.75 
1,000 additional, $72.75 
10,000 initial quantity, $655.50 
5,000 additional, $324.25 
There is no certain way of de- 
termining beforehand, what your 
direct mail advertising returns 
will bring. It could run up to 80 
per cent! On huge national mail- 
ings, tests are always made. The 
smallest test mailings run about 
5,000. But for community mail- 
ings, it is best to keep a record 
of returns and mail on common 
sense days . . . people think more 
about getting the washing done 
on Saturdays or Sundays, so if 
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you have a coupon mailing, why 
not see it arrives the day before 
your “big” day of business. © 


ATTENTION 
WOLVERINES 


For Association 


informa- 
tion in your area contact: 
Les Cheesman, Secy-Treas, 
Michigan Automatic Laundry 
Association 
625 SUNNYSIDE DRIVE 
CADILLAC, MICHIGAN 
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MONEY MAKING VENDING MACHINES are stocked with... 


MINISUDZ 


The controlled suds detergent with a new 


miracle brightener. Removes all kinds of 
dirt in hard or soft water. Gives a new- 
goods look even to old fabrics. Washes so 
fresh and clean your customers will see 
and feel the difference. 


HYCON 


The double action dry chlorine bleach that 


removes stains by both dissolving and 
bleaching. Safely dissolves many types of 
stains other bleaches fail to remove... 


even mildew. 
The bleach in a water soluble packet that 


LESTARE 


is safe for all fast colors and washable 
fabrics including silk, wool, synthetics 
and wash ’n wear. 


MINISUDZ and HYCON packets are packed in cases of 250, 
LESTARE in cases of 400 packets. These products are also avail- 
able in bulk for attended automatic laundry use. Write for com- 
plete information on Keever-Beach Automatic Laundry products. 





KEEVER 


THE KEEVER STARCH CO. COLUMBUS 15, OHIO 
CIRCLE NO. 106 ON POST CARD 
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Make 
EXTRA Profits... 


Boost Traffic! 





Compact, New 
PONY-RIDE 
Has Proved 

IT PAYS FOR 

_ ITSELF! 


Profit 2 ways! Realistic “Sandy” 
pony-ride store promotion at- 
tracts children and their parents 
to your laundermats, boosts your 
traffic. At the same time, it pays 
for itself and makes new extra 
profits for you from ride income. 
Requires minimum floor space, 
maintenance, initial investment. 
Proved already in hundreds of 
stores, leading chains. Sturdy, 
safe. 10c or le coin boxes. 110 
volts AC. 


MAIL COUPON BELOW 
Act Now! FOR DETAILS! 


FTP SSesesesesessesssssesessesaseesesess 














United Tool & Engineering Co. 
Transportation Bldg. 
Cincinnati 2, Ohio 


Rush me the ''Sandy" store profit facts! 

Name 

Title 

Company 

Address 

City 

Zone State 
[] User (_] Distributor 
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ALbIRRres 


The fourth expansion since 
1945 has been made by Abso- 
Clean Chemical Co. of Detroit. 
The company’s newest headquar- 
ters houses its production, ware- 





housing and sales operation. The 
building is a 30,000 square foot 
two-story building. 


An intensified advertising cam- 
paign has been initiated by the 
Philco Corporation and its re- 
gional commercial laundry dis- 
tributors, Eastern Laundercenter, 
Inc., of Chester, Pennsylvania, 
to promote Philco-Bendix coin- 
ops in Philadelphia. Spokesmen 
for the effort say that the cam- 
paign’s objective is a Launder- 
center in every major neighbor- 
hood in the city. The campaign 
has thus far taken the form of 
full page cooperative advertise- 
ments in Philadelphia papers. In- 
ternally, the campaign points out 
to local business people the 
soundness of investing in coin- 


ops. 


Expansion has been announced 
by Clesco National, Inc. Accord- 
ing to Alan Foster, company 
president, the line of new mod- 
ern-designed and quick-installing 
equipment will be as accepted as 
the company’s Coin-Changer has 
been. 


Three new sales _ representa- 
tives have been appointed by 
Duplex Corp., the company has 
announced. The Albany, New 
York area will be covered by Al 


Rizk. Charles Cleary will repre- 
sent the Boston area. Covering 
the Buffalo, New York territory 
will be William Bennet. 


Low-cost imsurance coverage 
has been made available on all 
Standard Change-Makers, Inc. 
units, the company has an- 
nounced. This coverage will also 
apply to the contents of the 
change makers up to $650. The 
policy costs between $7 to $15 
a year and is written on a three 
year basis. 


A new franchised distributor 
for the metropolitan New York 
area has been named by The 
Maytag Co. The distributor, John 
W. Walter, Inc, brings the num- 
ber of independent firms author- 
ized to sell Maytag commercial 
laundry appliances to 27. Ivan 
Ingersoll, May- 
tag’s commercial 
laundry sales 
coordinator also 
announced the 
appointment of 
Dwight Stanfield 
to the newly- 
created post of commercial laun- 
dry sales assistant. Stanfield will 
work as a liaison between the 
company and its franchised dis- 
tributors. 





A Citation from the U. S. De- 
partment of Commerce has been 
received by Joseph Guss & Sons, 
Inc. for participation in the 1959 
international Trade Fairs. The 
company was selected to display 
a coin-operated laundry and shirt 
finishing unit in the U. S. Pavil- 
lion at both trade fairs in Poznan, 
Poland and Zagreb, Yugoslavia. 
The citation is signed by Secre- 
tary of Commerce, Frederick H. 
Mueller and International Trade 
Fair Director, Walter S. Shafer. 
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Two important promotional 
campaigns have recently been 
launched by the Econ-O-Wash 
coin-operated laundries. Fran- 
chised by the Small Equipment 
Co., a division of the American 
Laundry Machinery Co., Econ- 
O-Wash Laundries were adver- 
tised on Art Linkletter’s radio 
show and discussed in a Voice of 
America interview. The Link- 
letter House Party, which is heard 
on 210 stations in 50 states, told 
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the story of Econ-O-Wash’s un- 
attended, ‘“‘convenience-de- 
signed”, coin-op laundries from 
March 8-18. The Voice of 
America interview featured Jack 
A. Coleman, manager of Small 
Equipment Co., who described 
the advantages of coin-operated 
laundries. His talk was translated 
into Slavic languages for broad- 
casting to areas in Central 
Europe interested in coin-ops. 


Stan Manne has been named 
head of the Nite ’N Day coin 
laundry franchising chain. He 
had been sales manager of the 
firm. He will direct the com- 
pany’s franchising activities from 
Cincinnati. 


National Laundry Equipment, 
Division of Berger Insulation, 
Inc., of Pittsburgh has been fran- 
chised as a distributor of Maytag 
coin-operated laundry equipment. 
The new franchise, headed by 
Andrew Berger, Pittsburgh real- 
tor and financier, will cover west- 
ern Pennsylvania and northern 
West Virginia. The appointment 
of this distributorship raises to 
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28 the number of independent 
firms authorized to sell Maytag 
laundry equipment. Twenty-three 
of these are in the United States, 
four in Canada and one serves 
all world markets. Maytag has 
been manufacturing coin - oper- 
ated laundry equipment since 
1958. 


Cash awards were given to five 
employees of the American Laun- 
dry Machinery Co. Winners of the 
company’s 31st annual suggestion 
awards presentation were Quentin 
Wisby, Harry Appel, Joseph Rol- 
ing and Louis Haubner. Roling 
won the award for the most ac- 


cepted suggestions to improve 
products and manufacturing 
methods. He offered 166 sug- 


gestions that were accepted. This 
is the 13th consecutive year he 
has been high man. 


The Fred Maytag Traveling 
Trophy has been awarded to the 
Morris Equipment & Supply Co. 
as Maytag’s top independent 
commercial laundry distributor 
during 1959. Ivan _ Ingersoll, 





Maytag sales coordinator made 
the presentation to Paul Gaunt 
and Smith Appleby of Morris. 
The trophy signifies the distribu- 
tor giving the best performance 
and service to its customers. 


Coin-Op Industries, Inc., serv- 
ing in the coin-op laundry field, 
unveiled their hair dryer at the 
1960 American Institute of Laun- 
dering convention held in Chicago 
in February. 

Thomas Hamper, sales man- 
ager, said that the hair dryers are 
the newest addition to their pack- 
age of coin operated products 
they have made available to the 
trade. O 
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$200.00 
AGAINST THEFT 
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GUARANTEED 
There’s more to providing change to the 
public than just buying a coin machine. 
COIN CHANGER protects your investment 
and your profits with its exclusive guar- 
antee against burglarizing. Compare COIN 


CHANGER’s many protective features now. 
Send for prices and specifications today. 


15/6 


national, inc. 


1844 West Flagler Street, Miami 35, Fila. 
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WEAR SEASON 
GET AN 
S.C.A. 
WATER 
SOFTENER 


OR 


Let S.C.A. put your old softener 
into good working order. 












Customers won't put up with 
GREY-looking wash! Your Hot 
Water System won't put up with 
hard water! 


Ask your jobber or write us for complete 
information. 
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2412 Norwood Ave., 
Melrose Park, Illinois 
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What's New 


continued from page 8 


the softener better distribution be- 
cause it takes flow from the center 


and spreads it evenly across the en- 
tire mineral bed area, the com- 
pany says. 

CIRCLE READERS SERVICE CARD No. 9 


VENDING MACHINE 


A vending machine engineered 
specifically for coin-ops is an- 
nounced by DO-16 Corp. Dubbed 
the “Launder Bar,” the vender de- 
livers by jam-proof gravity feed 432 
leak proof boxes of the company’s 
detergents, bleaches, bluings and 
ammonias. 

CIRCLE READERS SERVICE CARD No. I0 


AUTOMATIC COIN CHANGER 


A new multiple coin changer, 
manufactured by Standard Change 
Makers, Inc., is said to be the most 
fully automatic change maker ever 
produced. Called the “Master,” it’s 
three coin changers in one, and 
is equipped with 56 combinations 
to change 50 cent, 25 cent, 10 cent 





and 5 cent coins. Its vault-like con- 
struction is a safeguard against van- 
dalism, yet it can be easily attached 
to walls. The unit is 30” high, 30” 
wide and 934” deep. 

CIRCLE READERS SERVICE CARD No. || 


FIRE EXTINGUISHER 


Electrical fires are combatted 















with a pressurized dry chemical 
fire extinguisher, Model 29-1, by 
Fyr-Fyter. Available in 2% and 
5 pound models, it gives maximum 
“pound for pound” protection 
against flammable liquid, gas or 
electrical fire hazards, the company 
says. All models are Underwriter’s 
Factory Mutual and Coast Guard 
approved. 

CIRCLE READERS SERVICE CARD No. 12 


AUTOMATIC CONTROL 
CENTER 


A central coin control system for 
washers and dryers has been an- 
nounced by Temco Industrial. The 


Oe 


unit contains an insurable safe and 


slug rejector. Standard models 
operate up to 48 washers and 20 
dryers, the maker says. The coin 
mechanism takes nickels, dimes and 
quarters and gives change, Temco 
says. 

CIRCLE READERS SERVICE CARD No. 13 


BACK-PANEL CONTROL 

Frigidaire’s new washer has been 
built with the timer control in the 
back panel instead of the coin 
meter to permit the machine to be 
used with remote vending systems 
that have been developed. The unit 
offers a 17-minute wash, rinse. 
CIRCLE READERS SERVICE CARD No. |4 


COIN-OP DRYER 

A dryer with a built-in coin slide, 
available for any denomination, is 
announced by Maytag Co. This 
dryer has an adjustable timer. The 
coin box is secured by a safety lock. 
Large enough to hold a companion 
washer load, this dryer measures 
314%” wide by 414%” high and is 
front loading. Available gas or 
electric heated models, all have a 
Y% hp motor with overload protec- 
tion. An 8” fan circulates 150 cubic 





COIN-OP 





issue 










Sewer _ ct - << ~vew 


product and free literature item in this 


+, new 
TO ticle a tee alk ee ae 


_, 


ReAwvwen vs 


Each advertisemen 


Leved. ek ema 








_ Profits for the 
Quick-Service Laund 


















-Or 




















y40, MON '9L YO, MON 
$9244 Ob #5P9 OL 
dO"NIOD 


LNANLYVd30 JDIAUIS BIGVaY 
:Aq pind aq [1M abpysog 


594045 P$IUN CYL B] POOKY 31 AsOsse20N duiDys ebD4sog ON 
TIVN Aldae SSANISNSE 


“4A °N "gue, a 
SBZEE “ON HMO” 
ssvV15 i1Suid 


swe euj ui doup pue Yyoejep ‘ped So1AJeS Jepeey O44 UO sequnu S5urpuods 
=91J0> ey} @j241> Ajduuis ‘we}! Jeinoyed e uo UolpeUOjU! eoW Joy “peAey 
“Si ONSS! SIU} Ul West GuNyese4!) Gol; PUe yoNposd Meu ‘jUeWeSILJEAPe Y>eR 
aw > A >a MSO CNMI OS)... —  — 


"T 


seiddns 10 yuewdinbe yo s0ynqiysiq [) 
soijddns 40 yuewdinbe yo seunjoejnuew (_) 
Aspune; @2)A10s-42)nb e umo | [) 


(euo yoey>) Buyjpuey yduioud eunsu; 04 eyejdwo> eseejg 


sseuppy 


ewen Auedwos Jo sseusng 


Aan 
Mail it Now! 
(oe peerae Ganed Sites 


gulag OsPOid 
0961 ‘| INN WANN GIMWA GYVO SIHL 
PUNE] Sd1AIES-4OINH 


OY} 10} S}JOld 
~All BI DMA ~- . 


Lf cu Oo 
 8,= — a oO 


OS! 6b] Shi Lol Mi Shi wri Evi Zhi IP 
Opi GE] SEI LEI 9El SEI HEI CEI ZEI IE 
OE1 6Z1 STi LZi Ii STI ZI ELI ZI IZ 
OZi Gil Sit Lil Ott Gil Hil ELF ZH a 
O11 601 801 LO! 901 SOI HOI EO! ZOi I 


= 


68 
6L 
69 
6S 
by 
oe 
62 
6! 


Saereeszseee2es 


Lb 
a 
i 
ay 
as 
ly 
“e 
a 
fi 
‘ 


% & 16 
b A] 

92 

99 

98 

bi 

4 

9% 

91 ei 

' & ee @ 


0961 dV 





6 

WW 12 16 17 

21 22 26 27 

31 32 3% 37 

4) 42 46 47 

51 52 56 57 

61 62 66 67 

71 72 7% 77 

si 82 86 87 89 

91 92 94 95 96 97 9 

101 102 103 104 105 106 107 108 109 110 
JUL 112 013 114 115 116 117 118 119 120 
121 122 123 124 125 126 (27 128 129 130 
131 132 133 134 135 136 137 138 139 140 
141 142 143 144 145 i46 147 148 149 150 


i 


Quick-Service Laundry 


THIS CARD VALID UNTIL JUNE |, 1960 


Please Print 


Please complete to insure prompt handling (check one) 
1) | owna quick-service laundry 
(1 Manufacturer of equipment or supplies 


[] Distributor of equipment or supplies 
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READER SERVICE DEPARTMENT 


COIN-OP 
10 East 40 Street 
New York 16, New York 
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feet of fresh air a minute, the com- 
pany claims. 
CIRCLE READERS SERVICE CARD No. 15 


STARCH BASIN 


Starch, which resists the efforts 
of ordinary extractors, is removed 
through the wringer of a starch 





basin by Multa Products, Inc. This 
basin is available with Formica top, 
Marlite sides, porcelain sink, cop- 
per plumbing and chrome fittings. 
The wringer is available in hand 
or power operated models. 

CIRCLE READERS SERVICE CARD No. 16 


EXTRACTOR 
Safety is highlighted in the Forse- 
Matic extractor by the Forse Corp., 


Pullman 





Picks Up Spilled Water and 
Suds Fast! Leaves Floors 


the company says. The motor will 
not start until the lid is closed, and 
the lid cannot be opened until the 
motor shuts off. An electric brake 
engages automatically if the load 
gets out of balance. The extractor 
is equipped with a square, stainless 
steel tub said to aid in the easy re- 
moval of clothes. 

CIRCLE READERS SERVICE CARD No. !7 


COIN-OP PROMOTIONS 

The “Big Boy Laundrite,” a pro- 
motional kit designed to attract cus- 
tomers to coin-ops, has been cre- 
ated by Troy Laundry Division, 
American Machine and Metals, 





Inc. The kit promotes the use of 
Troy’s Laundrite “WX 25” coin 


Cleans Walls, Pipes and 
Ceilings Fast! Improves Ap- 


operated washer-extractor units at 
self service laundries. It contains 
advertising mats, radio commer- 
cials, two large window banners, 
indoor posters and other promo- 
tional devices. 

CIRCLE READERS SERVICE CARD No. /§ 


PONY RIDE MACHINE 


Keeping the kids busy while the 
laundry is being done can be an- 
other way to increase your profits, 
says United Tool & Engincering 
Co., manufacturers of the Sandy 
pony ride. The unit needs little 
floor space and is available with 10 
and 1 cent coin boxes. 

CIRCLE READERS SERVICE CARD No. !9 
‘ 


COIN METER 


Simple operation and variable 
timing are two features of the 
“5900” accumulator mechanism by 
G. H. Greenwald Co. Lower main- 
tenance and increased efficiency, 
the company says, accrue from 
such features as the meter’s UL ap- 
proved switch, variable timing, 





PULLMAN VACMOBILE 





Removes Lint Accumulation 
Fast! Reduces Fire Hazard. 
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sealed timing motor and high tem- 
perature wire. 
CIRCLE READERS SERVICE CARD No. 20 


GAS-HEATED DRYER 


The “Tumblette” by Cook Ma- 
chinery Co., Inc., is a 37” by 30” 
gas-heated dryer. Coin slots on 


meters are available in this drier 
for nickels, dimes and quarters for 
time sequences of five to 30 min- 
utes. Heat in the basket is thermo- 
statically controlled. The dryer 










with the New 






‘am SENS! IONAL | 


ar wash bag. 
Holds 2 washer 
loads. 


e@ Heavy duty, rein- 
forced all metal 
machine, fea 
forced mechanica 
ejection. 


@ Simple, flush-wall 
mounting. Easy to load. 
Burglar-proof Ace Lock. 


48 Ibs. Finish: Baked enamel—White, 


Capacity: 80 bags. 


venience that BRINGS CUSTOMERS BACK! 
ORDER TODAY! 


i 

1 VEND-A-BAG, Dept. 2, P.O. Box 11645, 
1 Atlanta, Ga. 
' 


( ) Please rush more information 


( ) Check for $139.50 enclosed 
( ) Check for $25.00 deposit enclosed. 


( ) Also send me 500 bags @ $31.50 
EE ee ce cy 
ADDRESS 

et eos atoin’s 





DISPENSER 


SPECIFICATIONS: 48" high, 15!/2" wide, 12" deep. Wt. 
Red and Brown. | dura: 
PRICE: $139.50 F.O.B. Atlanta, Ga. 


VEND-A-BAG provides EXTRA PROFITS, and EXTRA con- 


( ) Enter my order for one Vend-A-Bag Machine 


stands 74%” high and will fit 
through a 36” door at installation 
time. A slug rejector is also fea- 
tured as a security measure. This 
drier is available in steam and 
electric models, with stainless steel 
sides and fronts also available. 

CIRCLE READERS SERVICE CARD No.2! 


COIN-OP WATER HEATER 


Specifically designed for coin-op 
use, the newly introduced Weben 
Koppermatic hot water heater fea- 


vs 


LARGE GE CAPACITY 
LAUNDRY BaGs 


* CONVENIENT 






SEASY 10 Cappy 


VEND-A-BAG 


DISTRIBUTOR INQUIRIES INVITED 
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tures finned copper heat exchang- 
ers. In addition, the unit, manu- | | 
factured by Western Boiler Engi- 
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neers, is box shaped and has a V 
stainless steel miulti-blade burner tl 
and self generating controls. Units C; 


are available in two sizes, 400,000 te 
and 600,000 Btu per hour. 
CIRCLE READERS SERVICE CARD No. 22 


VACUUM CLEANER 
Cleaner coin-ops come from the 
use of the Vacmobile, made by the 


—_— OP eee 
~ 


Pullman Vacuum Cleaner Corp, e1 
A tank-type, wet pickup machine, ta 
the Vacmobile picks up spilled aC 
water and suds; cleans walls, pipes th 


and ceilings; and removes lint ac- 
cumulation, thus reducing fire 
hazard. 

CIRCLE READERS SERVICE CARD No. 23 


BLEACH PACKETS 
A complete line of five cent 
packages and 
Launder-eez 


10 cent partitioned 


boxes of detergents 





and bleach is announced by Thom- 
son Chemical Co. L-n-S distribu- 
tors will handle its distribution. 

CIRCLE READERS SERVICE CARD No. 24 


ATTENTION 
JERSEYITES 


For Association informa- 
tion in your area contact: 


J. C, Murphy, Secy 


Coin-Op Laundries of South 


Jersey 
c/o QUICK-CLEAN LAUNDRIES 
CAMDEN 5, NEW JERSEY 
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OIN-OP 


Is Round The Clock Service Necessary? 


YES 


housewives I know like to do 
their laundry late at night, after 
normal store closing hours, be- 
cause there’s no waiting for wash- 
ers and dryers. With several ma- 
chines and dryers at their dis- 
posal, some housewives really go 
to town and launder everything 
they can get their hands on. 
Would you believe it, all the rugs 
that have been done in my large 
capacity washers were done af- 
ter midnight. The people who 
did them wanted the time and 
room for their rugs. 


NO 


every night. One night, my in- 
take over seven hours was ex- 
actly 60 cents. The best night of 
that week, for the same period, 


continued from page 11 


grossed $1.75. The seven hours 
from midnight to seven in the 
morning are the costliest third 
of the day. So costly, in fact, 
that I figured I would have to do 
about one third more business 
during the prime hours to justify 
staying open for no business at 
all.” 


Coin-ops likened to Radio 


One owner compared the op- 
eration of a coin-op and the op- 
eration of a radio station. “In 
both cases you have markets that 
are relatively unconstrained by 
specific hours when they can use 
the service. And in both cases 
you have prime operating time. 
In this industry, it seems to be 
between 11 a.m. and four p.m. 
In radio and television, when 
they figure nobody’s listening, 
they stop broadcasting. We ought 


NOW! lronrifé makes your 
Coin-Op a COMPLETE 


Laundry Center! 





from start to finish . . 
ironing! Here’s how: 


to follow suit and shut down 
when nobody’s going to use our 
services.” 


What do you think? 

Let us know how you feel 
about this problem that’s be- 
deviling COIN-OPerators in every 
part of the country. Other com- 
ments on practices within the in- 
dustry are also welcome. Send 
your comments to Both Sides of 
the Coin, COIN-OP Magazine, 
10 East 40th St., New York 16, 
N. Fs 


ATTENTION 
BOSTONIANS 


For Association informa- 


tion in your area contact: 


G. L. Rayner, Mgr. 
Coin-Op Laundry Div. 
Massachusetts Laundryowners’ 
Association 
20 PROVIDENCE STREET 
BOSTON 16, MASSACHUSETTS 
















New coin-operated 
lronrite Ironer gives you 


a brand-new source of profit! 


Now, you can offer complete laundry service 
. washing, drying, and 


e Ironrite does the entire ironing job—irons all 
clothing and flatwork beautifully. 


e It’s simple and easy to operate. 





e It has all the quality features found in the nearly 
one million Ironrites already in use. 









e Chair and ironer occupy only 12 square feet. 


e Ironrite’s low operating cost and worry-free operation 
mean big profits for you! 


Don’t miss out on extra profits. Send for details now! 


lronrite 


SSCSSHSSSSSSSSSSSSSHSSHSSSSSSSSSSSSSSSSSSSSHEESEHSSSEESESEESSEEEEES 
s 


MT. CLEMENS 
MICHIGAN 





Please send me complete information on the new coin-operated 
lronrite Model 202. 


Name eS a 
Model 202 


Address 

City ‘ adda State__ 
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continued from page 12 


threefold: 1) The low ceiling 
was oppressive to customers, 2) 
customers had difficulty pulling 
loaded laundry carts up the steep 
slope at the entrance, and 3) the 
store could not be lighted 
properly. 

Ventilation soon became an- 
other problem. Air conditioning, 
such as it was, was accomplished 
by means of one big duct going 


ATTENTION 
CHICAGOANS 


informa- 
tion in your area contact: 
Adolph Klein, Pres. 
Midwest Association of Automatic 


Laundry Stores of Chicago 


134 N, LaSALLE STREET 
CHICAGO 2, ILLINOIS 


For Association 





MODEL DB210-E 


soaps, bleaches—automatically at the drop 
of a nickel. Nothing to push, pull or turn. 


Actually grinds the product out. Your only 
cost is for product so your profit is greater. 


All New-All Electric 
Bulk Detergent 
Bleach Dispenser 


Vends any powdered product-detergents, 


through the wall to an alleyway 
next to the apartment building. 
The only alternative to this set- 
up was the installation of a large 
cabinet air conditioner. This was 
turned down because it was too 
costly. 

The seed of attrition was 
planted after I had been open for 
business less than three weeks. 
Despite all the obstacles to a 
really smooth operation, I was 
breaking even, but then someone 
else opened a coin-op in a tax- 
payer (one story building with 
no living accommodations) about 
three blocks away. He held all 
the cards. He had a roomy, airy 
structure. The atmosphere was 
pleasant, and his coin-op thrived. 

When I first started working to 
open my shop, I noticed a grocery 
store in the building the new coin- 
op occupies. Then, the grocer 
moved out and I didn’t give a 
second thought to who might re- 
place him. But when I saw it was 
a coin-op, and a well-designed, 
well-run one, I knew I couldn’t 


LE ef 


thie ((( 





buck that kind of competition. 

The first indication of the new 
installation’s effect was a gradual 
lessening of weekly receipts. See- 
ing the handwriting on the wall 
and thinking of the money already 
spent to put his own coin-op into 
workable condition, I sold out. 

I’m almost happy that my first 
coin-op venture didn’t work out. 
I know it sounds funny, but here’s 
what I learned. 

My failure didn’t mean that a 
coin-op couldn’t succeed. To the 
contrary, a good coin-op put me 
out of business. 

I learned that atmosphere and 
appearance are not extras. They 
are essential to coin-op success. 
I also found that you can’t rely 
on second rate ventilation to get 
you by when first rate ventilation 
is available around the corner. 

I don’t know where my next 
coin-op is going to be, but I know 
I’m going to open one soon. I’m 
pretty sure it will be a profitable 
one, too—if I keep my promise 
and learn by my past errors. O 


MUSTY 


i a a ae ae 


% 


iy, 


ODoRSs 
FOR ONLY A PENNY A DAY! 





Maximum for tumbler washers 4c per sale. 
Agitators 3c per sale. In fact more profit is 
made at 5c than from 0c boxed items with 


no more product. Saves your customers 5c. - a 
om ” Mater 
a= | Guaranteed 
a» One 
-_ Year 

=Z 
IT s A FACT B WITH ‘sai ODOR aw fy 
the average multiple load coin laundry Tih hd KILLER sae” 





customer washes 5.8 loads of clothes. 
You can now make extra profit from these 





customers (who bring their own) and give 
them the economy and convenience of buy- 
ing grocery store packages in your coin 


BUILT FOR 24 HOUR SERVICE EVERY 


DAY — ALL YEAR ’ROUND 











OM 


— ee — mounted, auxiliary AW 
itpenser, 30. Holds 30 pack- i ilt.i j Ze. 

can, i, Gian by walt, Dt volume Complete with built-in fan, motorized to 

ounces. Enough for 6-10 loads. Your cost create its own airstream that will carry EACH BOTTLE 
12¢ each. Freight prepaid. 20c vend. “Smoothie Odor Killer” into any poorly LASTS 







ventilated area. Plugs into any 110 outlet. 
All parts protected against rust and 
corrosion. 


Write for full information 


COMPANY 
5727 West 36th Street 


30 TO 60 DAYS \ 
Contains A.C.C. § 





a a 


ABSO-CLEAN CHEMICAL CO. 


17325 LAMONT AVE o DETROIT 12, MICH ° PHONE FO 6-3820 





MINNEAPOLIS 16, MINN. 
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by RUBIN BRAUN 


Technical Editor 


Q. Scveral of my customers have 
complained that they aren’t get- 
ting really hot water in the wash- 
ers. I’ve checked my heater and 
found it to be in good order. Why 
can’t I get hot water? 


A. It could be one of several 
reasons. 1l—the thermostat set- 
ting may be too low. 2—hot 
water capacity requirement may 
be above the capacity of the heat- 
ing unit. 3—heating unit may be 
so distant from the washers that 








5 
HEATING 
UNIT 

| 


WASHER 


COOLING HOT WATER 


if DRAIN 


heat is lost enroute. The location 
of the heating unit may be diffi- 
cult to change, but good pipe in- 
sulation would help. 4—water in 
a long pipe may turn cold, espe- 
cially if business is slow. Running 
hot water in the last washer on 
the water line could solve this 
problem. Or, install a “bleed” 
valve at the end of pipe line. 
Have this valve run the cold water 
off into the drain. 





Q. I usually have to replace a 
motor after I hear it hum with- 
out working just as the washer is 
supposed to start its spin cycle. 
Can I prevent this from happen- 
ing? 


A. Yes. This condition is usually 
due to the starting or booster 
windings on the motor burning 
out when too big a load, high- 
speed starting load or too little 
voltage is placed on the motor. 
If you have individual electric 
leads and fuses for each washer, 
the condition of too little voltage 
can be discounted. But the Mal- 
lory type of timer’s escapement 
may be out of position by half a 
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gear tooth and may not be con- 
tacting. This prevents the booster 
winding of the motor from assist- 
ing in high-speed starting. 


Q. What can I do if my custom- 
ers complain about soap not 
sudsing, although they use a suds- 
ing soap. 


A. Check with your local water 
supply for water hardness. If the 
hardness is above three grains or 
50 parts per million, you may 





K- © - hike 


automatic water heaters 


need a water softener. In addi- 
tion, there are synthetic deter- 
gents and additives that enable 
customers to get a good wash in 
hard water. 


Q. How can I make sure my 
tumblers, which get almost con- 
tinuous use, are properly lubri- 
cated? 


A. Most tumblers are easy to 
check. Unscrew the grease cups 
on the hub to see if they contain 
grease. Lift the oil tube lids and 
add a few drops of oil if none 
is visible on shafts or motors. © 


HOTTER... CLEANER ... UNLIMITED HOT 
WATER FOR MODERN LAUNDRY NEEDS 


— Gas-fired, fully safety-controlled, the new 
Nick-o-line Heater provides an automatic 
source of never-ending hot water for full capac- 
ity laundry needs. 


Completely nickel-lined*, the Nick-o-line pro- 
vides cleaner water, free from rust scale and 
other impurities caused by corrosion. Nick-o-line 
Heaters are not affected by hard or soft waters 
. will last for a lifetime of economical, 
dependable 24 hour operation. 
The Nick-o-line Heater utilizes a water leg de- 
sign for maximum efficiency in fuel consump- 
tion. Available in sizes to meet hot water needs 
of small to large coin-op, layndramat and 
laundry operations. 


Listed and approved by American Gas Associa- 
tion laboratories. A.S.M.E. models available if 
desired. 


Another quality product from 


COMMERCIAL HEATER COMPANY 


Specializing in Hot Water Equipment.to the 
Laundry Field 
FACTORY: 

3020 Galvez, Fort Worth 11, Texas 
EASTERN SALES OFFICE: 
Commercial Water Heater Co. 

2025 Riverside, Columbus 21, 0. 


WESTERN SALES OFFICE 
Commercial Water Heater Co. 
4110 E. Slauson Ave., Maywood, Calif. 
*NICKEL-LINED BY KANIGEN — Kanigen is a mark 
identifying chemical deposition of a high-nickel, low- 
Phosphorus alloy by General American Transporta- 


tion Corporation and its licensees; and the coating 
resulting therefrom. 
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Letters 


continued from page 6 


COIN-oP very much. I’m look- 
ing forward to the next. 

Your representative at the 
American Institute of Laundering 
convention-exhibit in Chicago in- 
dicated that the best way of being 
assured of getting on the mailing 
list for future issues was to write 
directly to you. 

We have 1% Coin-Ops in 
Janesville, (one under construc- 
tion) and my brother-in-law has 
one in Racine. I know he would 
he would also appreciate getting 
the magazine. 

Dick Ramsdell 
Janesville, Wisconsin 


We're happy to put both you 
and your brother-in-law on our 
mailing list—Ed. 


Association Information 
Please send me more informa- 
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NEW, beautifully silk-. 
screened — Each with com-. 
plete product name displayed 
in bold letters. Simple mech- | 
anism, gives smoother, longer 
service, ' 
LAUNDRY DETERGENT 
POWDERED BLEACH 


POWDERED BLUING 


prem oC 
Te daLod 


kG ante 


tion about a local quick-service 
association in my area. 
S. M. Andrews 
Sana Laundry Corp. 
Garden City, L. I., N. Y., 


Reprints of "Future" 


In your first issue you have an 
article, “What about the Future,” 
by Hy Schwartz. Do you have 
any reprints available? If so, I 
would appreciate receiving 10 re- 
prints. 

Hermann R. Abbrecht 
Birmingham, Michigan 


The reprints are on their way, 


Mr. Abbrecht.—Ed. 


Second Hand Copy 
My serviceman showed me a 
copy of coin-op. I would like to 
subscribe. I operate Bill’s Coin 
Laundry in Louisville. 
Bill Morrow 
Louisville, Kentucky 


No more “second hand” copies 


ee 


FREE 





First 
Class 













Information . . 


for you, Mr. Morrow. We put 
your name on the list today.—Ed. 


South Jersey Association 


Here’s a list of our member- 
ship. We look forward with great 
anticipation to your new publica- 
tion COIN-OP. We hope it will be 
an aid to the successful operation 
of our businesses. 

John C. Murphy, Secretary 
Coin-Op Laundries of South 
Jersey 

Camden, New Jersey 


ATTENTION 
BAY AREA 


For Association 


tion in your area contact: 


George Gischel, Exec-Secy 


The Eastbay Automatic Laundry 
Association 


1880 SOLANO AVENUE 
BERKELEY, CALIFORNIA 












AS NEAR AS YOUR 
MAILBOX... 


informa- 





OAP | |= , 

INSTANT STARCH Vw, 

ABSO. CLEAN | a 
CHEMICAL CO SSE 


17325 LAMONT SPECIAL JOBBER PLAN 
DETROIT 12, MICH. Write Us On Your Stationary 
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. - « YOURS FOR THE ASKING 


Remember, every advertisement, new product and free litera- 
ture item in this issue has a key number. To get full information 
on any product or system featured, simply circle the corre- 
sponding key number on the postage-free Readers Service Card. 
Any information you need will be sent promptly ... no cost 
or obligation. 


In Conada please affix first class postage 
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CLASSIFIED 
ADVERTISEMENTS 





AAT 


CLASSIFIED ADVERTISING RATES: 
First insertion—Light face type—l5c 
per word, BOLD FACE CAPITALS— 
20e per word, 10% discount on consecu- 
tive repeat insertions, EXCEPTIONS 

SITUATIONS WANTED: Light face 
type—5e per word. BOLD FACE CAP- 


MACHINERY FOR SALE 


| Kisco Model KSF 330 water softener cost 800.00 
Sell for 500.00. Also | Reynolds automatic water 
softener Model CRA C-30-3c open, Brinetank will 
handle 50 washers cost 1200.00 will sell for 800.00. 
Henry M. Buzzard, 16598 Heydin, Detroit 19, Mich. 





For Sale: Four Huebsch 36"' tumblers, good condition 
only $250.00 each. Four O, A. Smith Burkay hot water 
heaters, gas fired only $98.00 each. Real Buys. 
Brandt, Inc., 820 Roosevelt Ave., York, Pa. 


BUSINESS OPPORTUNITIES 





Coin laundry, building and parking lot for sale on 
Highway 16 in city limits of Sparta, Wis. Plumbing 
and electrical work installed for 30 units water 
heaters and softener included. G. N. Foss, 326 
Wisconsin St., Sparta, Wis. 


ITALS—10e per word. Minimum charge 
on all; $2.50 per insertion. Add the 
cost of words if a box number is 


used. 

COPY: Must be received before the 15th 
of the month preceding issue. Payment 
must accompany order, 


2 oe a ae 


SERVICES & SUPPLIES 


FRANCHISES MAKE PROFITS! Operate your own 
independent franchised business as distributor, dealer 
or agency owner. Nationwide opportunities. National 
Franchise Reports is the recognized source for infor- 
mation regarding the booming franchise field. Write 
today for interesting free details of this helpful 
service. NATIONAL FRANCHISE REPORTS, L-528, 
333 North Michigan, Chicago |. 





FREE 49 cents laundry pen—instant dry waterproof 
ink. Guaranteed not to wash off. To cover mailing 
send 10 cents to Nachtigal Mfg. Co., 1300 Plaza 
Road, Fairlawn, New Jersey. 


MISCELLANEOUS 


TIME SAVING SERVICE CHART FOR YOUR COIN- 


DRYERS COPY CAN BE ADDED, $1.00. SOUTHERN 
INDUSTRIES, P.O. BOX 545, WILSON, N. C. 


WASHINGTON, D.C. 
AREA OWNERS 


INTERESTED 


IN 


FORMING 
THEIR 


OWN 
ASSOCIATION! 


PLEASE CONTACT 


SIDNEY A. LEVY 
8101 EASTERN AVE. 
SILVER SPRING, MD. 








Association 
continued from page 44 FOR TOP RESULTS— 
dent; Belle Wright, secretary; 
es Goldstein, iene. COIN-OP CLASSIFIED ADS 
Rocco V. Doti, Raymond 


If you’re in the market to buy or sell . . . hire a good man . . . or 
seek better business opportunities, COIN-OP Classified Ads are the 
answer. COIN-OP Classified gives you action. It’s your biggest adver- 


tising bargain. Put COIN-OP Classified to work for you—and watch 
the results! 


Bash, William Levy, Herman 
Liss, Phillip Hart, Howard Spiro, 
Emanuel Pariser and David 
Markbrieter were elected to the 
board of directors. 

The Association announced 
that the New York Fire Insur- 
ance Rating Organization low- 
ered insurance rates to coin-ops 
through reclassification of self- 
service laundries in the mercan- 
tile section of the provision. 


USE THIS FORM TO ORDER YOUR CLASSIFIED AD! 


Print or type your advertising message here: 


Association Displays 
Equipment 

The spring meeting of the In- 
diana Quick Service Laundry As- 
sociation will be held at the Sev- 
erin Hotel in Indianapolis on 
April 30 and May 1, reports Bill 
Watkins, secretary - treasurer of 
the group. An equipment display 
will be a feature of the two-day 
confab. According to Watkins, 
the group now has 500 quick- 
service coin store operators. O 


NG Run this classified ad 
jitera- 
nation 
corre- 
Card. 


o cost 


Company or Business 


Address 


to cover cost. 


Clip & mail to: Classified Department, COIN-OP, 10 East 40 Street, 
New York 16, New York 
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Pilot Plant 


fies the progressive outlook that 
has characterized his company 
























th a r t i S continued from page 33 since its inception in 1945. Now, ' 
one of the industry’s outstanding 
now takes in more than $400 distributors, his intelligent and 
t t h weekly. imaginative use of his pilot coin- 
$ r e n g se8 Fertile CoIN-OPerating area in| op might soon make him one of 
New England is not limited to the leading COIN-OPerators as 
Durham, New Hampshire, Jette well. O 
YOU WILL PROFIT and Chamberlin e x p lained. 
People who've bought our 
THROUGH MEMBERSHIP equipment north of here in the 
IN YOUR LOCAL White mountains have benefited ATTENTION 
ASSOCIATION enormously,” said Chamberlin. ee 
“A man in Littleton nearly ARKANSANS 
doubles his volume in the sum- For Association informa- 
* ENJOY THE PROTECTION and mer when vacationers start flock- tion in your area contact: 
service that mutual association and ing up his way. In Lancaster, we “ 
cle 7 iia . M. K. Baker, Pres. 
organization can provide. heard of a vacationing Ohio fam- Ark Coin Laund 
ily who had been looking for a ansas Loin Launtry 
¢ ENJOY THE BENEFITS of belonging coin-op for 50 miles so they Association 
to an organization created to pro- could do the wash they’d accum- P. O. BOX 3356 
mote your welfare. lated their t - FOREST PARK STATION 
a en rer , LITTLE ROCK, ARKANSAS 
* ENJOY THE SATISFACTION of be- Hes +. ge Reerep exempe- 
ing actively identified with other 
leaders in promoting the well-being ADVERTISERS’ INDEX 
of the quick-service—coin-operated Abso-Clean Chemical Company 52 & 54 Marlyn Chemical Company .. 56 . 
laundry business. ae 36 
Alton Manuf. Co. . 43 National Cleaning Equipment Corp. 16 
American Machine and Metals, Inc. 9 
: wr — ete OF exchang- Automatic Service & Supply Co. 27 to 30 Philco Corporation .......... Cover III 
ing opinion on mutual business prob- Procter & Gamble Co., The ...Cover Vi 
lems. Beach Soap Co. 45 Pullman Vacuum Cleaners Corp. .. 49 
Bock Laundry Machine Company 6 : : 
* ENJOY ADVICE on problems per- Slick Drive Up Stores .. . Cover Il 
oe Softener Corporation of America .. 48 
taining to taxes and finance. Cissell Manufacturing — W. M. 7 Solupak Company Peete) ae i 
Clesco, Inc. . . 47 Speed Queen — Div. of McGraw 
Coin-Op Industries, ae 4| Eitnce Ca. 32 
FOR INFORMATION ON THE Commercial Heater Co. 53 Standard Change-Makers, Inc. . 3 
ASSOCIATION IN YOUR AREA fill DO-16 Corporation 24 Temco Aircraft Corp. .. a. 34 
out and return this coupon today. Tooy Launtry Machinery : 
Hoyt Manufacturing Corporation | Unimac Compan 17 
oe Huebsch Manufacturing Co. . 23 United Tool & ll o - 46 
International Duplex Corporation . 2 Vend-A-Bag 50 
" lronrite, Inc. .. . 5| 
COIN-OP Magazine Water Refining Company . 5 
10 East 40 Street Kaleen Chemical Corp. .... 13 Western Boiler Engineers 21 








New York 16, New York 






coma POPULARITY PACKAGES 


for Coin-Ops 


Making satisfied customers right 
and left—east, west, north and south. 


Ask your laundry supply distrib- 
utor about Luse’s Lo-Sups, the 
condensed-suds detergent; Sare- 
Wuite Bveacn, safe for all wash- 
able fabrics; and Lumar, the 
original powdered fabric softener. 
He knows how popular they are! 
They have two compartments, | 
each containing enough for an 
average 9-lb. load. At 10¢ they | 
give you a handsome mark-up. 


To fit your present machines or inquire 
about special Marlyn machines. 


MARLYN CHEMICAL COMPANY, Inc., Lakeview, Ohio 
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C Please send me further details on the 
local association of quick-service — coin- 
operated laundry owners in my area. | 
understand there will be no obligation. 







More product 
information? 
Check reader 
service card 
between pages 
48 and 49. 
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Only Philco-Bendix gives you a 


complete line of commercial laundry 
equipment engineered for coin use! 


Now you can make sure that every 
piece of equipment in your store is 
engineered super-tough for rugged 
commercial use . . . that there is no 
second best in your line-up. That’s 
because thousands of highly skilled 
man-hours have been poured into 


the design, development and produc- 
tion of Philco-Bendix’s new com- 
plete line of commercial laundry 
machines. 

For example: You get built-in, 
not tacked, wired or stuck-on, 
mechanical coin meters. Designs are 


the cleanest, the most attractive and 
efficient ever presented. Installations 
combine unbeatable eye appeal and 
easy maintenance! 

Every machine is backed by a 
warranty. Here is the new complete 
line of models now available: 
















is Load Commercial Washer 


The Double Load Commer- 
cial Washer is engineered to 
give greatest efficiency and 
economy. It is a heavy-duty 
washer that brings in double- 
load profits. Advantages in- 
clude: a built-in mechanical 
coin meter and maximum- 
security coin vault; new cycle 
signal lights; an optional pre- 
soak cycle; a wash-and-rinse 
water-temperature selector. 
WC 9916 


OW, oe Loading Commercial Washer 


This machine gives you revo- 
lutionary Ball Point Balance, 
the advance that ends work 
stoppages due to overloading. 
You also get an amazing 
blade-free agitator that sends 
out 600 impulses a minute; 
a mono-directional drive sys- 
tem that completely elimi- 
nates troublesome transmis- 
sions; and a built-in meter. 


WC 8910-M 









CIRCLE NO. 


on the all-new Philco-Bendix 
Commercial Laundry Equipment 
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Commercial Dryer 


The most efficient dryer in 
coin laundry today! It makes 
more money because it dries 
more loads in less time. It 
features: a giant 38%” cyl- 
inder; a self-cleaning lint 
screen; interior light; 100% 
fabric safety; a high-density 
baked-enamel finish; a mira- 
cle-fabric temperature selec- 
tor; optional electric ignition. 


We 


DC 9950- DC 9951 


The all-new Philco-Bendix 
Extra Capacity Washer is the 
extra-rugged successor to the 
famous WDC. You get: an 
optional pre-soak cycle; the 
world’s safest, cleanest wash- 
ing action; new cycle signal 
lights; a wash-and-rinse tem- 
perature selector; a sealed 
soap door and overflow hose; 
a built-in coin meter. 


WC 9910 


PHILCO CORPORATION 


xtra Capacity Commercial Washer 































Tioga and C Streets, Philadelphia 34, Pa. 


! 
{ Commercial Laundry Sales Adv. CO-2 
i 


Name. 


Address_____ 


City 


Please send me information right away on the 
new Philco-Bendix Commercial Laundry equip- 
ment... also the name of my local distributor. 


Zone State__ 





j Philco-Bendix Commercial Laundry Equipment is brought to you by Philco Corporation. 


| 
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NOW! COIN-VENDED DAsK 





Here’s why Dash —the detergent created especially 
for your automatics —belongs in your store 


Protects your washers. Because safe, low-sudsing Dash was 
made especially for automatics, it will help keep your machines 
service-free longer. That’s because Dash cleans clothes with a 
safe suds level that guards against clog-ups and slow-downs. 


Provides new profits for you! Customers can now buy low- 
sudsing Dash right in your store instead of bringing a detergent 
from home. And you can be sure these handy packages will be 
in demand. For Dash—the fastest growing laundry detergent 
—is already a great favorite with automatic users. 

Plieases your customers! Each ample Dash package contains 
a pre-measured amount to produce sure cleaning for one wash- 
ing in a top loading machine; or for two washings in a front 
loader. Your customers are satisfied only with a thorough wash 
job. And every day on nation-wide TV women are pre-sold 
that Dash gives them the cleanest possible wash in an automatic. 
AUTOMATIC DISPENSER FOR DASH MODEL 120D—holds 72 cartons, 
wall-mounted with pylon type legs. Cool-water blue enamel. Sturdy 


welded construction. 20” wide x 10” deep x 71” high. Package Size— 
2%" x 14%" x 44%". A Product of Procter & Gamble. 














e 

* CO-4-60 
z MANAGER, Bulk Soap Sales Dept. 

° The Procter & Gamble Distributing Co. 
ae P.O. Box 599, Cincinnati 1, Ohio 

a 

: Please rush me full information on Coin Vended Dash 
ry and this new dispenser. 

oa 
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e Name en ley 

oe 

me 

+ Address . 

a 

om 

* City Suciieaaeaad SO ence 
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